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Stereo Radio Fight 


Generates Sound 


But No System 


The industry’s committee on stereo radio 
dissolves itself after the FCC refuses to take 
over. The big problem: fear of antitrust 
prosecution. see page 2 


Consumer Ratings: 


Who Reads Them? 


Your customers—or at least some of them. 
And they have quite an effect on the readers’ 
buying habits, according to a new study 
just published. But the report has a word or 
two of consolation—and hope—for those 
who get panned. see page 4 


Man Bites Dog: 
A Small Dealer 
Fights the Chains 


Surrounded by some of the country’s big- 
gest mass merchandisers, this dealer over- 
hauled his business so that he could com- 
pete with the big stores. see page 10 


South of the Border 
The Salesmen Knock 


On Every Door 


In Mexico a power company recruited a 
group of door-to-door salesmen who have 
generated so much business that appliance 
dealers are swamped with it. see page 12 


Maytag: Pep Talk 
For Retailers 


Fred Maytag tells Boston dealers that he 
realizes retailers haven’t always received 
“adequate” margins but tells them they did 
better in 1959 and offers some advice on 
what to do in 1960. see page 26 
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Wards Takes Aine? 
At The 


Appliance Business 


THEIR AMMUNITION INCLUDES: 

1. A CONVICTION THAT APPLIANCES and TV are the ideal products 
to spearhead Montgomery Wards’ resurgence at retail. 

2. AN EQUALLY FIRM CONVICTION that in today’s market it’s possible 
to sell appliance and TV at highly “competitive” prices and 


still make money. 


oe 


. A NEW NATIONAL SERVICE SETUP which will cover even areas 


where Wards sells only through catalogs. 
4. A SALESMAN COMPENSATION SYSTEM that shares the wealth at the 
point-of-sale to the tune of $12,000 a year for top men. 


vi 


A NEW EMPHASIS ON PRIVATE BRANDS with Wards’ own styling 


tailored to the Montgomery Ward “family look” in home 


furnishings. 


6. NEW STORES, and plenty of them—catalog order outlets, full line 
and hard-lines-only types—all over the map. 


Complete story on page 8 


@ SUNBEAM PURCHASES OSTER 


Sunbeam Corp., major maker of. traffic 
appliances, will enter the fast-growing elec- 
tronic instrument field with the acquisition 
of the 36-year-old John Oster Manufactur- 
ing Co. 

Presidents Robert P. Gwinn of Sunbeam 
and John Oster Jr. of Oster announced the 
move in Chicago last week. Sunbeam could 
not discuss the fate of the Oster housewares 
line until stockholders approved the deal. 

Directors of the Chicago firm have already 
approved the plan and stockholders will be 
asked to approve charter amendment author- 
izing a stock exchange at a special April 4 
meeting. The basis of the stock exchange 
wasn’t disclosed. 


Oster will be operated as a wholly-owned 
subsidiary of Sunbeam, with no changes in 
its officers, personnel or facilities. 

The stock exchange will include all shares 
of John Oster Manufacturing companies in 
this country, Mexico and Nassau, plus re- 
lated comnanies. John Oster, now board 
chairman, founded the firm in 1924 and most 
of the shares are held by members of the 
Oster family. Oster Co. sales in 1959 totaled 
$35,000,000 and earnings, according to com- 
pany financial statements, were “in excess of 
$600,000.” 


Sunbeam appears most interested in the 
Oster Co.’s nine-year-old Avionic Division 
which makes a full line of electronic instru- 
ments for aircraft and missiles. 

A statement issued jointly by both firms 
said the Sunbeam acquisition “would bring 
strong financial resources to John Oster’s 
Avionics,” in addition to mutual benefits to 
both companies. “‘The companies’ total facili- 
ties and activities complemented each other 
in numerous ways,” the statement went on. 

Avionics is located at Racine, Wis., with an 
additional plant at New Ulm, Minn, It has a 
200-man research and development group 
and engineering staff which is now working 
on such projects as a jet flight cruise control. 
The division employs 1,150 people and its 
1959 sales are estimated at about $13,500,000. 

The Oster Co. has its headquarters and 
commercial division at Milwaukee with an- 
other plant in McMinnville, Tenn. It also has 
facilities in Mexico and Nassau. Its products 
include barber and beauty supplies, blend- 
ers, health appliances and vibrators. 


Sunbeam today has subsidiaries in Puerto 
Rico and six foreign countries, plus a sales 
company in West Germany. Sunbeam’s total 
employment exceeds 9,000; Oster’s total is 
about 2,600. 
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NEWS in BRIEF 


@ Have you heard? The Better 
Business Bureau of New York hears 
all the time. Last year the bureau 
heard a lot about home appliances. 
That category led in total requests 
for services (broken down into “in- 
quiries”’ and “complaints”) with 
over 18,000. Fifth, with over 9,000 
quests for help: TV sales and 
wice. Of the 183,065 individual 
requyests for service, the BBB de- 
scribted 31,667 as “complaints.” 


@ Dealers in Ohio are fair trading, 
but sta}tus of the state’s fair trade 
law when went into effect last Oc- 
tober is) still in doubt. Suits and 
countefsuits are being filed to test 
the law’s constitutionality. James 
Gorrell, attorney for the Ohio Fair 
Trade Commission, says that it may 
take a year to find a suitable test 
case for decision in the Ohio Su- 
preme Court. 


e A $10 million economic transfu- 
sion is set for Arkansas. To meet 
expanding production and new prod- 
uct developments, the Norge Divi- 
sion of the Borg-Warner Corp. will 
build a million square foot plant in 
Fort Smith, Ark. From 1,500 to 2,000 
employees will man the plant which 
will manufacture gas refrigerators, 
other gas appliances and fabricate 
appliance components. 


e@ Pope John’s Palatine Guards, 
clad in all their medieval magnifi- 
cence, have unofficially added an- 
other cutting edge to the uniform. 
It happened last Christmas when 
Count Francesco Cantuti Castel- 
vetre, commander of the Guards, 
ordered 700 Schick Globetrotter 
electric razors as gifts for all guard 
members. John J. de Gunto of 
Schick’s New York sales staff trans- 
acted the sale. For his services he 
received a set of medals, one struck 
in honor of the Pontifical Year the 
other the official medal of the Pala- 
tine Guard. 





THIS WEEK’S COLOR TV 


MONDAY (AIl Times E.S.T.) 
11 A.M. (NBC) The Price Is 
Right (Monday-Friday) 
12:30 P.M. (NBC) It Could Be 
You (Monday-Friday) 
10 P.M. (NBC) Steve Allen 


TUESDAY 
6:30 A.M. (NBC) Continental 
Classroom (Tuesday-Friday) 
9 P.M. (NBC) Arthur Murray 
9:30 P.M. (NBC) Ford Startime 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is 
Right 
9 P.M. (NBC) Perry Como 
10 P.M. (NBC) “Four for To- 
night” starring Bea Lillie 


THURSDAY 
9:30 P.M. (NBC) 
Ernie Ford Show 


Tennessee 


FRIDAY 
8:30 P.M. (NBC) The Bell Tele- 
phone Hour 


SATURDAY 
10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Reddy 
4:30 P.M. (NBC) Racing from 
Hialeah (Flamingo Stakes) 
7:30 P.M. (NBC) Bonanza 


SUNDAY 
9 P.M. (NBC) Dinah Shore 





All was quiet on the stereo 
broadcasting study front until 
a couple of weeks ago when 
FTC and EIA shot it out 


Things are quiet again—nobody’s 
talking. But the results of the brief 
battle are clear: It’ll be a long time 
before manufacturers and broad- 
casting companies can turn out 
compatible stereophonic radio and 
TV receivers. 

Here’s where the 
now: 


sides stand 


FCC is going ahead with its work 
of setting equipment standards for 
FM stereo radio broadcasting. It de- 
cided not to consider all three types 
of stereo broadcasting—FM, AM 
and TV—at once, but to make a 
decision on FM alone, where the 
work is farthest along. Deadline for 
submitting material on FM for its 
consideration: March 15. 


EIA last week halted the work of 
its National Stereophonic Radio 
Committee. But NSRC will give 
FCC all its FM data. (It’s not a com- 
plete report; field tests haven’t 
even been started.) However, NSRC 
won’t go ahead with work on AM 
or TV—unless FCC asks it to. 


What was the hassle all about? 
Some radio stations with both AM 
and FM outlets several years ago 
began beaming stereo programs to 
the lucky people with two radios 
eight feet apart. 

Radio manufacturers—especially 
the components people—thought: 
“Why not one-wave stereo?” So 
various one-wave systems were de- 
signed. Some of them used a single 
FM band, some of them a single AM 
band. Each manufacturer thought 
he had “the way.” 


There had to be a standard system 
of transmission, it was clear. So 
FCC stepped in. 

It called for manufacturers to 
submit material on their systems 
and the changes each would require 
in the present FCC regulations. In 
came the material—and the argu- 
ments over which system was the 
best. “There was so much propa- 
ganda flying back and forth nobody 
could get anything done,” an in- 
dustry source said. 





Theme So Successful 
NAED Tries It Again 


“Let’s Make Some Money!” No 
distributor could resist a suggestion 
like that. So the National Assn. of 
Electrical Distributors is using it as 
a carryover theme for its 52nd an- 
nual convention, scheduled for Dal- 
las, Tex., May 1-4. 

Memorial Auditorium will be the 
site for convention sessions and 
conference booth center. 

There’s no registration fee for 
NAED members or manufacturers 
holding conference booths. (Each 
booth holder gets five free registra- 
tions.) Everybody else pays $50. 

Speakers slated for the meeting 
include George W. Provost Jr., 
NAED president; and Maurice L. 
Lipsich, vice president-director of 
sales, Dormeyer Corp. Added at- 
traction: A rodeo. 
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Stereo Radio Standards: 
Shooting in the Streets 


EIA decided to help FCC by setting 
up a eommittee, NSRC, in early 
1959. The group was made up of top 
engineers who were to test and eval- 
uate systems proposed by manu- 
facturers. Then NSRC would submit 
its findings to the FCC for consid- 
eration in setting a standard. 


Things went smoothly until last 
year when RCA and CBS pulled 
out of NSRC because their attor- 
neys felt they might run afoul of 
antitrust laws. Their action lost 
NSRC its status as an “all-indus- 
try” group. 


So EIA asked for FCC to sponsor 
NSRC, officially, the same way it 
had sponsored the Television Alloca- 
tions Study Organization. That way 
RCA and CBS could return to the 
fold. 


FCC refused to sponsor the new 
organization in a recent letter to 
EIA. Some sources say its main rea- 
son was lack of personnel to handle 
a committee that size. A ray of hope: 
The letter said the FCC would de- 
fer “. . . further consideration of 
your request .. . until completion of 
the above proceedings (FM stereo 
study). But last week the commis- 
sion declined to say whether it 
would bring up the matter again. 


Next move was EIA’s. In a letter 
of reply to FCC Chairman John C. 
Doerfer, EIA President David Hull 
gave notice that the NSRC would 
conclude its studies of the various 
proposed systems. “We were just 
told ‘good job’ and let it go at 
that,” a committee panel member 
shrugged. 


So the ball’s in FCC’s lap now. And 
the ball is a pile of information, a 
pack of arguments and a posse of 
hot-under-the-collar manufacturers 
who want to get things rolling. 





Will TV Servicemen 
Be Licensed in D.C.? 


The pros and cons are being aired 
in the nation’s capital. 

A bill to require licenses for TV 
repairmen will be introduced in 
Congress by the House District Com- 
mittee, governing body of the city. 

The district’s two _ established 
trade groups are divided on the is- 
sue. The Metropolitan Area Televi- 
sion Service Assn., with 37 mem- 
bers, claims abuses are not wide- 
spread enough to justify the esti- 
mated cost of $61,000 the first year 
and $39,000 each year thereafter. 

The Television Service Assn., 
with 16 members, is plugging for 
licenses as a means of weeding out 
the cheaters and restoring public 
confidence. Said a spokesman for 
the group: “We need licensing so 
my kid doesn’t have to be ashamed 
to say his father is a TV repair- 
man.” 





Hotpoint Plans 
Display Center 


In about three months people el- 
bowing along New York’s crowded 
Sixth Avenue (Avenue of the 
Americas to tourists) will spot a 
Hotpoint showroom at 44th Street. 

Anyone who stops in will find 
3,000 square feet devoted to the 
company’s full line and some dem- 
onstrations. 

At least six people will explain 
the products. 

Besides offering the public a 
broad exposure to its entire line, 
Hotpoint will furnish kitchen plan- 
ning. 

Here the casual shopper will be 
able to acquire information on such 
items as color and dimensions of 
appliances for no charge. 

The center will also be equipped 
to handle professional kitchen 
planning. 

That information will be avail- 
able to dealers for a nominal fee. 











Milestone at Appliance Park, Ky. 


2,000,08@TH RANGE cn G-E’s production line is checked by J. F. McBride, left, 
marketing chief, L. C. Carpenter, head of Louisville children’s home. 
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An Approach to Dealer Training: 


Business Turns to the Classroom 


All over the nation, the trend is 
clear. Appliance-TV dealers are 
going back to school. 


General Electric Co., Whirlpool 


Corp. and Hotpoint, among others, 
have launched or will launch inten- 
sive schooling campaigns to prepare 
their dealers for today’s market. 


Outgrowth of fierce competition, the 
school program is meeting with en- 
thusiastic dealer acceptance. And 
better informed dealers are march- 
ing out of the seminars to make 
changes in their stores, their books 
and their personnel in order to grab 
a bigger share of the market. 

Today Westinghouse is launching 
a product training course which will 
run through March 18 for 10 to 
15,000 retail salesmen. The program 
dubbed ‘“‘The Big Swing Workshop” 
to match the company’s trade ad- 
vertising slogan, will be run in near- 
ly 400 cities. Split into three- or 
six-hour workshops, the courses will 
cover all the company’s major ap- 
pliances. 

Whirlpool starts seminars in Los 
Angeles next month, the first of 
seven cities to be visited. 


Another such program is Hotpoint’s, 
now being attended throughout the 
nation. Typical of a session was the 
three-day seminar at Westchester 
Country Club in Rye, N. Y., to 
which EM Week was invited exclu- 
sively. (EM Week also gave exclu- 
sive coverage Jan. 4 to the G-E pro- 
gram.) 

Designed to touch all phases of 
appliance retailing, the program 
costs the dealers a flat participation 
fee, their room rent and their time. 

In essence, the program presented 
Hotpoint’s conception of the whole 
man—a dealer thoroughly aware of 
all aspects of. the appliance business. 

To give the nine participating 
dealers the pitch, Hotpoint threw in 
a team headed by John M. Cop- 
pinger, director of sales personnel 
development. Coppinger, who had 
already lectured to 400 dealers, then 
brought in as many Hotpoint ex- 
perts as he could muster. 

Before the Westchester program 
was over, the dealers not only heard 
from Coppinger and his assistant, 
A. C. Tindle, but got additional in- 
formation from Mary Grace, re- 
gional home economist, and Vern- 
on Leeds, regional service manager. 

The dealers got a personalized, 
non-theoretical cram course for 
nearly 14 hours each day. 





BOOKS, Hotpoint’s John Coppinger tells dealers, can furnish psychological keys 
for better selling. Suggested title: “The Organization Man.” 


Beginning Tuesday at 8 am, Cop- 
pinger and his crew began feeding 
dealers information of financial man- 
agement, credit merchandising, per- 
sonnel problems, market analysis, 
retail sales budgeting, advertising 
and a big chunk of psychology. 

As Coppinger spoke, papers dupli- 
cating and expanding his talks were 
passed out. By the final day, dealers 
had enough material in their special 
notebooks, for a long, but not dull, 
Victorian novel. 

The Hotpoint team struck con- 
sistently at the same points: 

e@ Complete financial control of your 
business. 

e@ Know your sales personnel and 
customers and how to handle them. 
e@ Product training. 

e@ Get off the price kick. 


Why so much on finance? Hotpoint’s 
explanation: Most dealers come up 
through sales ranks and run into 
difficulties in the financial end of the 
business, the part in which they 
have the least experience. 

Coppinger followed up financial 
training with perhaps the program’s 
most persistent theme—reject sell- 
ing on price alone—and its corol- 
lary, product training. Woven in 
were comments on the attitude of 
sales personnel. 

“Their attitude is critical,” Cop- 


pinger explained. “If the salesman 
doesn’t know his product, the only 
thing he can sell is price. And you 
ought to get off this price kick. It 
hurts you first.” 


A big dose of psychology came next. 
Spending an entire evening on basic 
principles, Coppinger outlined the 
meaning of such terms as projec- 
tion, fantasy, identification and ster- 
eotyping. And then he showed the 
dealers how to apply this knowledge 
to their business. 

“We are furnishing many in- 
sights,” explained Coppinger, ‘but 
we’re making no bones about it. 
The purpose is to help the dealer 
make more money.” 


Is it all worth it? The dealers at- 
tending the Westchester session 
thought so. One dealer believes that 
even Hotpoint didn’t realize the 
magnitude of what it had started. 

Another, who is doing $1 million 
a year in TV and major appliances, 
was set to go back to his store and 
institute major changes. A_ third 
summed up: “I was guessing at 
some procedures. Sometimes I was 
right, sometimes I was wrong. This 
is scientific, orderly.” 

Coppinger likes to tell the story 
about the Florida dealer who took 
the course. He tripled his business. 





You May Sell Music Conditioning 


If you stick with the business for 
20 years, that is. 

Stromberg-Carlson is showing 
this week a home equipped with 
music conditioning—a combo juke- 
box, stereo and TV set-up, colored 
lighting system and communications 
hook-up—at Macy’s department 


store in New York. 

Key to the elaborate device is a 
pocket-sized Dial-Q. A twist of the 
wrist can bring you literally hun- 
dreds of musical programs, movies, 
TV shows, art forms, you-name-it. 

Music comes from an audio stor- 


age center, which—when cued—se- 
lects any music you’ve put in it. 
Doesn’t matter if it’s on records, 
tape, coming over the radio, TV. 
All you have to do is dial its code 
number. 

And you don’t have to choose an 
exact piece. You can dial a mood or 
period or composer. 

Dial an additional digit and you 
get visual patterns to match your 
music. An elaborate ceiling lighting 
system comes into play, mixing its 
six basic colors to give a myriad of 
effects. 





There’s more: A video storage 
center that works like audio one, 
flashing your selection on a “dy- 
namic video screen.” 

And the same screen can tie in 
with a “videophone.” Again, the 
Dial-Q works the magic. Set it and 
talk with the man at the door or a 
neighbor. Or, if you’re going out, 
leave a message with your Dial-Q 
for callers. 

On and on the list of talents goes. 
Too fantastic to believe? It’s on the 
fifth floor at Macy’s—and it may be 
on yours in 20 years. 








Fraud Laid to 
Mitchell Co. 


Once one of the leaders in air 
conditioners, the Mitchell Manufac- 
turing Co. was sold in 1955 to the 
Cory Corp. But now a Chicago 
Judge has ruled that the sale was 
marred by fraud. Bernard A. Mitch- 
ell and other former stockholders of 
the concern were held liable for 
damages to Cory which may total 
up to $2 million. 

Mitchell’s former stockholders 
were charged with fraud and breach 
of warranty in the sale of their 
stock to Cory. After hearing 6,000 
pages of testimony and viewing more 
than 200 exhibits, Superior Court 
Judge John A. Sbarbaro wrote an 
opinion which sharply criticised the 
books and records shown Cory when 
the sale was negotiated. 

His opinion made these points: 

@ Vital information was “deliber- 
ately and willfully concealed” from 
Cory so that the company would 
purchase the stock of the manufac- 
turing company. 

e@ In one instance, the stockholders 
stood mutely by while their counsel 
represented to Cory that the federal 
government had ruled that Mitch- 
ell’s %-horsepower air conditioner 
was not subject to the manufac- 
turers’ exise tax. Actually, the 
judge said, the defendants knew at 
the time of the sale that the govern- 
ment ruling had been withdrawn. A 
$1 million liability of the Mitchell 
Co. to the government had not been 
wiped out, he went on. Should the 
government win a case pending in 
Supreme Court and should Cory, as 
successor to the Mitchell Company 
be liable for exise tax payments not 
made before the sale date, the judge 
ruled that the former Mitchell stock- 
holders must pay them. 

@ The court also found that the 
defendants concealed information 
about the Mitchell Company’s liabil- 
ity to customers. Because of a “dis- 
astrous” shift from steel to alumi- 
num coils in about 40,000 1954 units, 
Mitchell was required to make good 
on its written warranty, the judge 
said. With “fraudulent intent,” the 
Mitchell Company told Cory that 
there were adequate reserves avail- 
able to pay the warranty claims 
when there were not, according to 
the court’s opinion. 





G-E Gives Servicemen 


Hand With Tube Sales 


The company is building a na- 
tional advertising and sales promo- 
tion push around its line of “Black- 
Daylite’” TV picture tubes. 

The line has had “excellent con- 
sumer acceptance,” according to 
Gordon E. Burns, distributor sales 
manager for electronic components. 
“Now G-E’s new promotion for use 
of this tube in the replacement mar- 
ket will convert this consumer con- 
fidence into increased retail sales by 
independent dealers.” 

The campaign will be kicked off 
April 20 with a series of commer- 
cials on Dave Garroway’s “Today” 
show. Although details haven’t been 
released yet, G-E says it will have 


mats, recordings and other push 
tools for its independent service 
dealers. 


Burns explained the decision to 
step up G-E’s picture tube promo- 
tion was keyed to optimistic busi- 
ness forecasts for 1960. 


Pn 
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Speed Shavers for Skaters, Skiers, Sledders 


A NORELCO SHAVER, the first of a whole shipment of them, is presented to 
Robert Minerich, left, of the Winter Olympic Organizing Committee by Ed. J. 
Halliday of the Les Taufenbach Co., Norelco representative in San Francisco. 
The shavers are headed for barracks set up for Olympic athletes in Squaw 


Valley, California. 





WORLD NEWS 


e@ West Germany’s biggest electrical equipment manufacturer is 
bigger than ever, but may lose its number-one spot. 


British electronics shipments hit a couple of all-time highs 
last year, but some see declines ahead in 1960. 


Current Czech five-year plan calls for stepped-up production 


of refrigerators, TV sets. 


BONN (McGraw-Hill World News) 


—Siemens, Germany’s leading elec- 
trical equipment producer, reported 
record gross sales of $949 million 
for the business year ended Sept. 
30. A solid 10% increase is pre- 
dicted for this year. Communica- 
tions and electro-medical equip- 
ment led the sales advance. 
Consumer and household appliances 
sales were up 9%, but they contin- 
ued to play a disappointing role in 
the overall structure. 

Despite its better than expected 
showing, Siemens is expected to 
slip into second place among Ger- 
many’s industrial giants. Seen as 
the new leader: Krupp—because of 
its acquisition of Bochumer Verein 
at the end of 1958. 


LONDON —British manufacturers 
delivered more television and radio 
receivers to the home trade last 
year than ever before, according to 
estimates by the British Radio Equip- 
ment Manufacturers’ Assn. Its 
figures: TV receiver shipments up 
36% over 1958, the previous rec- 
ord year; radio receiver shipments 
beat 1958 by 19% and the previous 
best year, 1957, by 14%. As for 
1960: A London newspaper survey 


showed estimates of booming radio 
but falling TV receiver sales. Rea 
son given for the predicted TV de- 
cline: The market is fast reaching 
the saturation point. 


VIENNA—Czech general engineer- 
ing plants will jazz up production 
this year under the current. five- 
year plan (1960-1965), the CTK 
state news agency reports. Produc- 
tion structure will change in some 
plants, notably those putting out 
TV sets and refrigerators. They’ll 
produce 256,000 TV sets, 30.8% 
more than last year, and 26.2% 
more refrigerators. 

Long-range targets of the five- 
year plan show some other fat per- 
centage increases for 1965. (All 
figures take 1959 as their base.) 
Tape recorder production is to be 
boosted 120%; TV picture tubes, 
240%. 


BONN—Opel, the German General 
Motors’ subsidiary, discontinued 
household refrigerators as of the 
beginning of this year. Slumping 
prices have apparently made it un- 
attractive to continue the line. Opel 
will, however, continue production 
of industrial refrigerators. 
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Optimism About Future 
Marks Dallas Mart Debut 


That was the consensus, de- 
spite disappointing attendance 
at the first housewares show to 
be held in the sprawling, ex- 
panded Dallas Trade Mart 


Between 700-800 buyers—from a 
pre-registration of 1,000—attended 
last week’s show. Exhibitors attrib- 
uted the light turnout in part to its 
being a first show and in part to 
blizzard conditions blanketing much 
of the Southwest during the five 
days. Most felt that its timing— 
following so closely on the heels of 
the Chicago show and just a week 
preceding the Trade Marts Gift 
Show—had hurt attendance. A fre- 
quent suggestion: in the future the 
two shows might well be combined. 


The timing was a calculated risk, 
said a Trade Mart spokesman. Once 
buyers knew what to expect from 
the Dallas show, this would not be 
a problem in the future. Also, while 
showing housewares alone was a 
pioneering effort, the feeling was 
that it probably would be continued. 

Most exhibitors interviewed by 
EM Week felt that the Dallas show 
would develop into an important 
one. 

One commented, “Regional shows 


such as this are increasing in im- 
portance, and will eventually re- 
place the big national shows.” 


Some 300 manufacturers of small 
appliances, household products, and 
hardware were represented in ex- 
hibits on the first and second floor 
housewares section of the mart. 

The first two days of the Dallas 
show were restricted to jobber buy- 
ing and the final three days to 
wholesale buyers. 

A feature of the newly inaugu- 
rated show was placing jobber and 
factory reps side by side to give 
Southwestern buyers an _ unusual 
opportunity to see all the new mer- 
chandise and display techniques in 
one trip to market. 

The February show is the first of 
two semi-annual housewares shows 
to be held in the Dallas Trade Mart 
each year. The second 1960 show 
will be held in August. 

Site of the show is the newly- 
expanded Dallas Trade Mart, which 
formally opened in its entirety dur- 
ing the January furniture show. 
Now nearly 1 million square feet in 
size, the four-story building has a 
completely enclosed grand court- 
yard, complete with domed, lighted 
fountain, rustic brook, trees, grass 
and free-flying birds. 





Consumer Product-Rating Reports: 


Who Reads Them, Follows Them? 


A University of Illinois study 
answers your questions—and 
offers consoling words to man- 
ufacturers who are panned 


The magazines—specifically, 
“Consumer Reports” and ‘Consu- 
mer Bulletin”—have quite an effect 
on the buying habits of their read- 
ers, according to the study. They 
are especially powerful when a ma- 
jor purchase is_ involved—say, 
washing machines and refrigerators. 
(Witness the Whirlpool dishwasher 
success story reported in EM Week, 
Jan. 11.) 


They’re not all-powerful, though, 
the survey shows. Readers are apt 
to disregard their advice when buy- 
ing food and non-durables. 


The typical user, as constructed by 
the University’s Bureau of Eco- 
nomic and Business Research from 
1,353 replies of users and non-users, 


looked something like this: He has 
a professional or graduate educa- 
tion; makes $10,000 or more; and 
is between 21 and 50. 


He likes to “shop around” before 
buying. Will go a long way for a 
price discount, too. And he is apt 
to give more consideration to 
friends’ and neighbors’ opinions 
than the non-user. 

(These traits showed up long be- 
fore the person started to read the 
magazine. ) 

It doesn’t matter whether a per- 
son has borrowed or bought the 
magazine the study shows. He gen- 
erally follows its recommendations 
to the same extent. 


But no-one follows them blindly— 
even regular users, the study 
pointed out. Both readers and non- 
readers attach considerable impor- 
tance to their previous experience 
with the manufacturer and his 
product. 





Motorola Stockholders May Get Bonus 
As Directors Authorize Split of Shares 


When Motorola’s board of direc- 
tors met in Chicago, it came up 
with a pretty plum for holders of 
the concern’s skyrocketing stock 
(up 100 points in less than a year). 

Shareholders will be asked to ap- 
prove a 100% stock distribution (in 
effect, the two-for-one stock split 
rumored for nearly a year) at the 
May 2 annual meeting. If the plan 
is approved, the number of author- 
ized shares will be increased from 
nearly 3 to 6 million and each 
shareholder will receive a second 
share of the $3 par stock on July 15 


for each share held as of June 30. 

The directors also agreed to de- 
clare a 25-cent quarterly dividend 
(against 37% cents on _ present 
stock) to June 30 holders of the 
split stock, if earnings permit. That 
would be equivalent to a 33% in- 
crease over the present dividend 
rate. 

Motorola stock sold for 57% early 
in 1959 before it began climbing. 
It once hit a high of 177, then slid 
back to around the 150 mark. It 
opened at 150.2 then rose to 151.5 
the day the split was announced. 
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~WEBCOR SWINGS INTO SPRING 
WITH THIS EXCLUSIVE NEW 
TAPE RECORDER PROMOTION 


Give a Complete Foreign Language Course 
FR FE with every 1960 Tape Racer Modal 3003 
Webcor Tape Recorder! 








It’s a big deal 
for Webcor customers 
that'll turn in big sales 
for you! 


Never before have so many Americans been 
so vitally interested in learning foreign 
languages... never before has there been Institute for Language Study 
such a tremendous interest in tape record- Spanish—French—German— 


° Italian — English for 
ers. So when you offer a famous Institute Spanish pec -a puople 


for Language Study course free with the 
world’s finest tape recorder, you convert Institute for Language 
a lukewarm shopper into a red-hot cus- Study courses include full set of 
tomer right now! phonograph records and easy-to-follow 

You'll learn all the details on this fabu- text book. Customer reads lesson from text—listens to it 
lous promotion package from your Webcor on his fonograf—then practices with his Webcor Tape Recorder. 
distributor very soon. Jt’s the fast, easy way to learn! 





March 7 


Dramatic full-page ads ESQUIRE api 


will sell your prospects CORONET apni 
HOLIDAY April 


on this great deal! SUNSET arc 





Webcor Royalite Webcor Regent Coronet Webcor Royalite 
High-Fidelity Tape Recorder Stereo Record High-Fidelity Stereo High-Fidelity Tape Recorder 
Model 2001 Tape Recorder— Model 2007 Model 2008 


Promote and Sell the Line that Sells the Fastest...Sell Webcor! 
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In wintry Minnesota, no one, it 
seems, promotes appliances like the 
48 local consumer electric coopera- 
tives which comprise the Minne- 
sota Electric Cooperative. Look at 
these reports on four recent pro- 
motions—three by local coopera- 
tives, plus a statewide MEC-spon- 
sored contest. 

The latter was described in EM 
Week (Dec. 14, 1959). Any of the 
MEC’s 275,000 consumer members 
buying one of five major appli- 
ances between Oct. 1 and Dec. 31 
were eligible. Top prize: A trip for 
two to Miami Beach. 


More than 11,000 entered the con- 
test, meaning that more than 11,000 
persons bought an electric range, 


washer, dryer, water heater or 
combo during the contest period. 
That boils down to one major sold 
for every 25 MEC members. 

The local contests which featured 
a power saw as a premium, were 
just as successful. Local coopera- 
tives purchased the saws (retail 
price $49.95) for $19.99. 


Here’s how it worked: Using the 
saw as a premium, dealers in the 
Anoka Electric Cooperative area 
sold 140 electric dryers in 55 days. 


More than 600 water heaters were 
sold during the East Central Electric 
Association’s four-month promo- 
tion at Braham, Minn. Local deal- 
ers were given saws as display sam- 


ELECTRICAL MERCHANDISING WEEK 


Winter Doesn’t Chill Hot Promotions 


ples, while East Central Electric 
representatives plugged the premium 
in a door-to-door canvass. 

The Minn-Kota Power Co-Op, 
which serves areas in both Minne- 
sota and North Dakota, used the 
saw and a power drill as premiums 
in a General Electric-sponsored 
promotion. Dealers bought the tools 
for $19.99, sold them to major ap- 
pliance buyers for $10 and were 
partially reimbursed by the coop- 
erative and General Electric. 


More than 1,000 majors were sold 
during the 45-day contest period. 
The Minn-Kota Power Co-Op and 
its 10 distributing co-ops paid the 
entire advertising bill, which in- 
cluded newspapers and television. 























































in his mouth. The 
game does just that. 





At 40, James I. Robinson is President of Whitney’s department store, San 
Diego. Jim’s ability to develop retail appliance salesmen has made this a front- 
running Frigidaire dealership. But Jim claims he’s not doing the job alone: 


We'd rather put ideas in a retail salesman’s head than put words 
Can You Match Frigidaire” sales training TTT 


The salesmen seem to go for it. More and F RIG I DAI RE 
EF 


more dealers are asking for it. And that’s good enough for us. 

















‘Frigidaire makes sales training 'painless’” 


“IT thought that was impossible. But I’ve actually heard 
salesmen asking for the ‘Can You Match Frigidaire’ 
training sessions. The quiz game idea really goes over big. 
It’s different. It doesn’t belabor the topic .. . and it gets 
the information across simply and effectively.” 


PRODUCT OF GENERAL MOTORS 
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MAKE THE MOST » & 
* OF THE GREAT my 
POLISHER BOOM 


~ WITH QUALITY 
REGINATINTIN 










AND DON'T MISS 
AMERICA’S « ; « 
FASTEST-MOVING 
VACUUMLREGINA 
Eleclikroom 


the original, full-powered, 





























America’s first*, best, most 





widely used polisher—now 
in 5 all-metal models! 


‘ 
Polisher sales up 50% 


in ’59—and still only 10% 
saturated...over 45 





lightweight vacuum—also 





priced for sensible profits 
at every level! Sales up 
45% last year alone! 


= 2k F. 2 





million prospects— Both appliances in budget 


thousands right in yourarea! to luxury models—Regina’s 





greatest line yet—priced 
to capture every customer 
in this mushrooming 


* « « x «market! « «xx 





*The original 
+Source: Electrical Merchandising Week, Jan. 18, 1960 


Don’t miss this double opportunity! Order and promote 
quality Regina Polishers and Electrikbrooms. Get the 
whole story of the terrific sales and profit potential 
Regina offers you right now. Mail coupon today! 


Presold by big spring advertising — 29 million 
impressions in top consumer publications: 























The Regina Corporation 


Better Homes & Gardens * McCall’s + Living for Young Homemakers ii Monies Ate, Mahony, 202 


Redbook * House & Garden + Sunset * Home Modernizing 
New Homes Guide « Bride’s Magazine * Modern Bride 
plus newspaper supplements: Family Weekly and Suburbia Today 


Don’t pass me up on the details of what Regina offers for 1960 
I am interested in Regina Polisher 


1 
' 

' 

' 

' 

' 

' 

i 

Regina Electrikbroom semen : 
' 

! 

' 

i 

nl 

1 

' 

' 

' 

i 


Also send name of Regina distributor in my area 
TIE IN WITH THIS GREAT ALL-SEASON CAMPAIGN } scones 
RUNNING EVERY MONTH FEBRUARY THROUGH JUNE | “*—— ___rowe___stare_ 


tm=-=«- IN CANADA Send coupon to Switson Industries, Ltd., Welland, Ont. --=—# 
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SALES UP _- 


62. 


The figures are in for January, and they top all rec- 
ords! 1959 was a tremendous Eureka year, and 1960 is 
off to a roaring start. January of this year is ahead of 
January, 1959, by a towering 62.4%! 


THE REASON?. . . A BIG PROFIT LINE FOR DEALERS 
AND TWO MODELS 


@ Golden Anniversary Special! 
NEW SUPER ROTO-MATIC 910-B 
At $54.95! ... sets sales on fire 
because it includes all the essential 
features of the original Eureka Model 
910 priced at $69.95! The HOTTEST 
cleaner value in 50 years! And with 
big dealer profit! 


EUREKA Vibra-Beat  » 
MODEL 1010 

The canister that beats rugs 
clean! . . . an idea that caught on 
like wildfire! Patented Vibra-Beat- 
ers shake out deeply embedded 
dirt, powerful 1 H. P. suction picks 
it up instantly. HOTTEST thing that 
ever happened to cleaner sales! 


EUREKA—THE MAKE MONEY LINE FOR DEALERS! 


Eureka pays the dealer an honest profit. No pricing 
tricks. No price packages that shave a dealer’s margin. 
Eureka offers a full step-up line with full profits he can 
count on. 


EUREKA WILLIAMS CORPORATION, BLOOMINGTON, ILLINOIS 
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Wards Takes 
At Appliance 


Next month, Montgomery Ward 
and Co. will open seven new retail 
stores. 

This year, there will be 20 new 
Wards stores. Last year, another 20 
new stores opened. That doesn’t 
count catalog stores. In toto, the 
Chicago mail-order house now 
operates some 550 retail stores, 572 
catalog “pups.” 

The new management is taking 
hold, and the directions are clear. 
In 1959, Wards racked up an all- 
time record $1.2 billion in sales. 
They’re off and running. (Sears, 
operating 734 retail stores, 914 ca- 
talog stores, had, $4.2 billion sales 
in 1959.) 


Every Wards outlet features appli- 
ances, and will continue to do so. 
Appliance-radio-TV will spearhead 
the resurgence of the nation’s num- 
ber two catalog giant. As a hustling 
management-marketing team piles 
vitality on top of venerability, com- 
bining 1960 thinking and action 
with 80-plus years of solidity and 
good reputation, the weight will be 
felt at retail in the appliance busi- 
ness faster and harder than in other 
lines. 

Wards is now in a five-year pro- 
gram that has the publicly-avowed 
goal of doubling sales volume. The 
appliance-radio-TV departments are 
growing faster than that, and in- 
deed, those departments that start- 
ed from scratch are confidently 
viewing doubled sales as closer to 
bi-yearly goals. 


“There’s plenty of fat in appliance 
marketing,” says one Wards mer- 
chandise manager. Wards thinks it 
can trim some of this fat and go to 
market with equal quality and a 
price-saving. This  fat-trimming 
operation is going to cost some 
money, however. The company has 
$50 million earmarked for 12 big 
distribution centers, a network 
which when complete will provide 
overnight delivery to every Wards 
store in the country. Two of these 
are now operating. 

As an interim measure, Wards is 
renting public warehouse’ space 
across the nation in order to get 
some distribution center advantages 
at retail right now, and to train the 
stores to rely on the system. Ac- 
cording to headquarters men, even 
the rented space saves money: ‘“‘We 
are holding better open-to-buy 
situations at the stores with the 
same money, we have cut mark- 
downs considerably and we have 
shifted from 90% LCL shipping to 
mostly full cars,” they say. 

The distribution center idea has 
particular value for the appliance- 
radio-TV departments, whose prod- 
ucts generally require plenty of 
space to show or store and plenty 
of money to inventory. 


Wards deliberately picked appli- 
ances. And not only because the 
company thinks there’s fat in the 
marketplace. “With appliances and 
electronics, we get right into the 
operation of a home,” Wards man- 
agers point out, “where we can ex- 
pect back-fence comment if we’re 
good, where the name and brand 
is constantly before the family, 
where we can establish a toe-hold 


Aim 
Business 


CONTINUED FROM PAGE | 


to get the rest of the house.” This 
year, also, and not coincidentally, 
Wards intends to put its own fi- 
nance company into operation. 

To get these long-term benefits, 
Wards is putting plenty on the line 
right now. First and foremost is 
the private brand program. On Sep- 
tember 1, 1959, Montgomery Ward 
and Co. quietly dropped all na- 
tional brand appliances—nation- 
wide. Wards is now supporting its 
own line, which means more money 
invested, and is fast gearing up to 
handle it all the way including the 
aforementioned finance company, 
topflight and full-time sales train- 
ing, a national service setup, and 
a remarkable deal for salesmen. 

“By the end of the year, we in- 
tend to have even catalog store 
towns fully serviced,” says J. W. 
Christensen, laundry manager. Ev- 
ery retail store has its own service 
department; arrangements in cata- 
log store towns will be on a farm- 
out basis individually negotiated, 
“preferably with the most reliable 
operation in town,” say both Chris- 
tensen and W. W. Davis, TV man- 
ager, who claim high-priced people 
cost less than cheap ones. This same 
network will also install catalog- 
ordered items. 

Customers still get the Wards 
money-back guarantee on appli- 
ance-radio-TV (though manage- 
ment ruefully admits that an occa- 
sional store manager does struggle 
against this policy). In addition, 
warranty service includes’ both 
parts and labor. 


Every Wards salesman has the same 
deal, say all the merchandise man- 
agers. “The man that sells our best- 
selling $300 box gets $18 in any 
town, any day, all year,” R. A. 
Leonard, refrigeration manager ex- 
plains, “except, of course, when on 
a sale day it might go at $2892% 
He’s talking about a national deal, 
scaled to gross ticket, of 4, 6 or 
8%. Every Wards man is on 
commission (some straight, some 
areas against a draw). Sometimes 
there are special incentives on top 
of this; in some lines, commissions 
can go higher. 

To further strengthen the retail 
arm, Wards has top-notch sales 
trainers traveling full-time nation- 
wide. There are ten on sewing ma- 
chines; four on automatic laundry, 
air conditioners and refrigerators; 
four on freezers; one on wringer 
washers; one on radio-TV. 

Asked about the “hard lines” 
stores that have been making news, 
Wards points out that there are 65 
“B-C” stores in the chain, none of 
which handle soft goods. The two 
new ones, of course, are much more 
effective selling machines, but they 
handle the same merchandise. The 
new B-C program is a response to 
opportunity that fortunately dove- 
tails with the overall program. 

There are two requirements for a 
new B-C store. It must go into an 
existing shopping center. That cen- 
ter must be currently soft-goods 
dominated. There are apparently 
many, many such situations exist- 
ing, and they represent real hard- 
goods opportunity. And Montgom- 
ery Ward likes opportunities these 
days. 
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The most disturbing note at the 
NARDA Convention was the fear of 
the spread of compulsory factory 
centralized service. 

Quite a few dealers have changed 
lines rather than accept compulsory 
central service. These dealers had 
an investment in parts and equip- 
ment and trained men and could 
not afford to lose any of them. They 
were dealers who had built their 
business on service and just would 
not know how to merchandise with- 
out service. 


This is no time te suggest that we 
could overnight eliminate central 
service in metropolitan markets. 
However, I feel it should always be 
a dealer’s prerogative to buy his 
merchandise with the privilege of 
doing his own service and getting 
a price commensurate with his per- 
forming this function as long as he 
has the ability to satisfy the cus- 
tomer and protect the manufactur- 
er’s good name. There was a time 
when manufacturers could have 
avoided this confusion if they had 
insisted, as automobile manufac- 
turers do, that a dealer be equipped 
to service the products he sells. 
There would not be near the chaos 
in the appliance business today if 
every dealer had accepted the re- 
sponsibility of satisfying the service 
demands of all the customers he 
sold. 


I recognize that because some deal- 
ers did not accept their responsibil- 
ity for service, manufacturers had 
to do something to insure that their 
customers receive proper service. 
Now I am not too sure if that is 
their only motive for the extension 
of centralized service. It could be 
that they see a profit in service in 
the near future. 


Every time we relinquish one of our 
functions to a supplier we give up 
more of our independence. We can 
take a lesson from the service sta- 
tion operators, one-third of whom go 
broke each year. They are no longer 
independent business men—they 
are just agents for the oil company, 
and independent business men are 
the backbone of America. This did 
not happen overnight. 


If our major manufacturers are go- 
ing to insist on making central 
service compulsory, let them go all 
the way and give service all over 
the country. Yes, let them service 
their products in the towns and vil- 
lages where there are only one or 
two customers using their products. 
The criteria for compulsory central 
service should not be whether or 
not it is profitable for a company 
to enter a market. 


It certainly is not in a dealer’s best 
interest to accept compulsory cen- 
tral service and I am not too sure 
that it is in the public’s best interest 
or the manufacturers’ either for 
that matter. No service organization 
can satisfy all of its customers all of 
the time. No matter how fine a serv- 
ice you render there will always be 






MORT FARR says 


P ‘Central Service 
Worries Me’ 


some people who do not like your 
service and they should have a free 
choice to take their merchandise 
where they choose. 


A dealer who does his own service 
has a much more personal interest 
in his customer. The caller is not 
just another complainant, but a 
valuable customer whom the dealer 
is interested in and wants to please. 


Our service men are the only people 
invited into our customers’ homes 
and many times are the only contact 
after the sale. When dealers’ men 
service an appliance, they advise 
a woman not to put money into an 
old out-dated one. They tell her it 
might be better to trade it before 
spending more money on it. These 
men provide servicing dealers with 
a lot of good leads for new mer- 
chandise. A central servicing com- 
pany employee is often interested 
in getting the highest service charge 
the traffic will bear to build up his 
and the company’s volume. Ofttimes 
a woman will come into the store 
after spending a lot of money on an 
old washer and having it break 
down again and cannot understand 
why she can’t get a larger allow- 
ance because she has just put a lot 
of money into it. 
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Finally, it is important for a dealer 
to have his own service department 
to recondition his trade-ins. If this 
business is to grow and prosper, we 
have to be able to make realistic 
trades in order to get people to 
trade in their old appliances oftener. 
There will always be a market for 
these used appliances if they are 
properly reconditioned. I know of 
no way to do this than through a 
dealer’s own service department. 

By far the largest majority of 
NARDA dealers do their own serv- 
ice and 100% of its directors have 
their own service department. We 
are not asking that all centralized 
service be eliminated, but we do 
strongly feel that a competent, in- 
terested dealer should have the free 
choice of being permitted to render 
the kind of personal service only he 
can perform for his customers. 





13th in a series 
of weekly Gibson — 
messages to ce 
all appliance _ 
dealers ‘ 
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NOW . 
GIBSON 


DONE IT IN 
FROST-CLEAR ! 








STARTLING NEW BOTTOM-MOUNT REFRIGERATOR-FREEZER PUTS 
HIGH-TICKET APPEAL DOWN WHERE THE BIG MARKET IS! 


You know how the Gibson top-mount 2-door 


gantic new 2-door market for Gibson Dealers. Now 
it’s happening again—with the sensational Frost | 
Clear 169 bottom-mount, aimed right at the other 
half of the booming 2-door market! 


Not just big (16.5 ft.), but better-built, the Gibson 
way. Compare it feature-for-feature, quality-for- 
quality, dollar-for-dollar with any other unit from 
any other manufacturer. There simply isn’t any- 
thing like it within $50 to $100 dealer cost! 


| 
smashed the artificial price barrier, and built a gi- | 
} 


This is for you, friend Dealer—why linger and lose 
sales? Thousands have been pre-sold prior to first 
shipment. They will be in your market, can be in 
your store, in a mere matter of days. Your custom- 
ers will be buying the 169—and we want it to be 


| from you! 


Selling in solid carloads! 


Gibson’s entirely new Single Coil system for Frost-Clear re- 

frigerators and freezers is so unique, so simple, so service-free 

that solid cars of mixed freezers and refrigerator-freezers are 

rolling to Dealers everywhere. This isn’t just for Big Operators 

alone— it’s for you, for now! This is the kind of Gibson leader- 

ship that gives you volume business now, and takes you to 
Hawaii by Jet in ’60 for the big Gibson Convention! 


Want TO GO PLACES» 


get going...get 
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Gibson Refrigerator Division of HUPP Corporation, Greenville, Michigan 
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9 MILES to Sears, Roebuck & Co. in Asbury Park 


EATONTOWN TELEVISION 


BOXED IN three years 
ago by stiff chain compe- 
tition, Jim Frangella 
took drastic measures to 
combat it. 











12 MILES to Two Guys from Harrison in Neptune 


Surrounded by discount houses, mass mer- 
chants and highway stores, this independ- 
ent dealer saved his business by learning... 


By JOHN A. RICHARDS 


Jim Frangella, owner of Eatontown Televi- 
sion and Appliances, Eatontown, N. J., found 
the answer in a three-year battle with big 
stores which moved into his area. Now, he 
thinks he has just about succeeded in lifting 
the siege. But it’s been tough. 


The transformation of his market came with 
unexpected suddeness. The arrival of Two Guys 
in Asbury Park (seven miles to the south of 
Eatontown) and of Vim (seven miles to the 
north in Red Bank) was the forerunner of 
stiffened competition. Subsequently a Two Guys 
store moved into a big shopping center area in 
Neptune (a few miles further south). Finally 
one of Atlantic Appliance’s Superama_ units 
opened a mile and a half away from Frangella 
in Shrewsbury. 


Today, Frangella’s operation has a new com- 
plexion—the result of his efforts to meet this 
new competition. 

Three years ago he had only a highway store. 
Today he also runs an in-town unit. 


Three years ago he had a rousing sales-serv- 
ice operation, with moderate competition. Today 
he is surrounded by small-chain, big-chain and 
highway merchants. 

Three years ago he was swept up in the area 
pricing pattern, which was sliding downward 
in total gross dollars. Today he’s gradually re- 
versing that. 

Three years ago he had a top-heavy service 
and delivery staff. Today he’s pared that by 
more than half, and shaved his overhead ac- 
cordingly. 

Three years ago he would throw service calls 
into the pot and frequently absorbed bad debts 
and overdue service charges. Today he’s tougher 
on service. He’s switched to C.O.D. and to an 
upgrading of charges. 

Three years ago he was nearing breakeven, 
heading for the red. Today he claims he’s back 
on the road to recovery. 


What he did: Cut overhead. When the pressure 
started Frangella was hit by stiff price compe- 
tition. So he froze wages, to keep his overhead 


How to Fight the Chains 


under control. Immediately this kicked up a 
storm with his technical help (34 servicemen 
and six delivery men). In time he lost some of 
them. But as men left, Frangella made it part 
of his business strategy not to replace them. To 
his surprise he found his 17-man staff manag- 
ing to give personalized service. Actually, Fran- 
gella pared his overhead by about $100,000, a 
reduction of 20%. 


What he did: Made service profitable. He made 
a complete overhaul in the way he charged for 
service. For years he had serviced anything for 
anybody. He decided it was time to service only 
what he sold, particularly in white goods. He 
also revamped his schedule of service charges. 
In 1957 his per-call rate stood at $3.50. Grad- 
ually he increased this upward to $3.95 and 
then to $4.95, where it stands today. 

Formerly he wrote off 10% of his service 
charges. This became necessary when a cus- 
tomer with an unpaid bill called on a subse- 
quent service complaint. They rarely paid for 
the first call, and sometimes switched to an- 





FEBRUARY 22, 1960 


In his 


other servicing agent rather than pay the over- 
due bill. Today Frangella has revamped his 
approach so that 90% of his service business 
is C.O.D. And he hasn’t lost any friends in the 
process. 

Color TV is one example of how Frangella has 
taken a tougher attitude about customer rela- 
tions. Always a strong color-TV dealer, he used 
to put out sets on free trial, figuring that home 
demonstrations meant good future business. 
But he found that people took advantage of the 
policy; they’d have the set installed, including 
antenna installations, then return the set after 
several weeks. Today if a person wants a home 
trial he has to pay $25 immediately, otherwise 
no home trial. Now if the set bounces, the cus- 
tomer forfeits the money. The customer must 
now pay for any antenna installation connected 
with the home trial. And he also forfeits this 
charge if he doesn’t buy the set. 


What he did: New merchandising philosophy. 
More important than anything else is Fran- 
gella’s reorientation of his thinking since the 
onslaught from the chains. ; 

“White goods and color TV are probably the 
most important areas of concentration in my 
merchandising picture today,” Frangella says. 
He’s learned his areas of strength and works 
for top dollars in those areas. There was a time, 
during the earliest days of his roughing up by 
the mere existence of the chains in his area, 
when Frangella found them working at $10 and 
$15 above carload, both in white goods and 
electronics products. He almost got sucked into 
the pattern until he pulled himself up short 
and reasoned: “If a dealer can do $500,000 a 
‘year comfortably, it stands to reason he must 
take less gross dollars if he shoots for $700,000.” 
Frangella began gunning for from $35 to $75 
over cost in white goods and TV. Now his four 
salesmen start with absolute minimums of $35 
and $45, and each has his commission doubled 
if he exceeds those figures. 

He works on the principle that it’s better to 
sell 10 automatic washers a week for over $100 
gross than to sell 15 or 20 a week and only make 
$25 to $40 gross. In white goods he does not 
neglect trade-in business. Thirty percent of new 
sales involved trades and he gives salesmen a 
special 5% allowance for reselling them. 

Frangella’s unflagging interest in color TV 
is demonstrated by the fact that he keeps some 
15 sets on the floor at all times. Table units at 
$495 are buttressed by console sales which 
average about $700. And he says it’s not unus- 
ual to make up to $200 on a set. With sales run- 
ning to about 150 a year it can readily be seen 
why color TV is second only to laundry and 
refrigeration as a cornerstone of his profits. 


What he did: An in-town store. The reorienta- 
tion years have not dimmed Frangella’s enthu- 
siasm for the appliance-TV business. About a 
year ago he experimented with kitchens in 
Asbury Park. He has now decided to close this 
operation. In its place he has opened a new 
store at 508 Main Street, Asbury Park. It is 
opposite Sears, Roebuck; rental is $50 higher 
than at his highway store; it is seven miles from 
his headquarters store in Eatontown, but Fran- 
gella found that the high traffic location meant 
business right away and balanced his highway 
operation. 


What Frangella has done is take 2400 square’ 


feet for white goods and TV display area. Two 
15x20-foot salons upstairs are devoted to color 
TV and stereo, respectively. And he has a ware- 
house area of 3000 square feet which opens 
directly off the showroom. 

He keeps these areas well stocked with prod- 
ucts by G-E, Westinghouse, Kelvinator, RCA 
Victor, Emerson, Zenith, DuMont, Fisher, Pilot 
and Admiral. He has learned to stock carefully 
in specials, closeouts, and blind items. And even 
though he jockeys for the customer’s attention 
on these competitive items, he gears his over- 
all operation to top dollars where heis strongest. 

Frangella’s gamble on the new Asbury Park 
store indicates he’s no longer skittish about 
chain competition. But he’s doing business from 
a new store with a new outlook—one that’s al- 
ready proved out even in his old location. 
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new store, Frangella himself has the look of a mass merchant 


HE DISPLAYS in mass-merchant, supermarket style 


and he stocks in depth on profitable white goods 


an independent with policies all his own 
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ON WHITE GOODS he’d rather sell 10 units at $50 gross than 20 at $15; 


TV! 


RF Tk | 


COME IN SEE 
RCA VICTOR 


BIG COLOR 
TELEVISION 








and he’s not afraid to pioneer new products like color TV. 
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To help Mexican dealers sell appliances 


This Utility 


Knocks on Every Door 


A well dressed man knocked on the door of a 
humble dwelling in Puebla, Mexico’s conservative, 
old, Spanish-style town which lies on the main 
route from the Gulf to Mexico City—the route 
used by Cortez’ army to press inland for conquest. 

An old woman answered the knock and at first 
registered fear while trying to quiet her barking 
dog. It is unusual for strangers to call in Mexico. 
It might be the police or it might be someone who 
steals. 

The door was opened only a crack at first. The 
stranger said he was from the light and power com- 
pany. He just wanted to know if there was any- 
thing the company could do to help the lady with 
the electricity. Did she need any more light or an 
electric iron, perhaps? Were her bills too high? 

The old lady’s wrinkled face cracked into a 
smile. Was the big company interested in her, she 
asked? She only had two light bulbs and a radio. 
Yes, she would like more light, the place was very 
dark . . . maybe an electric iron would be nice for 


her small laundry business. But expensive, no? 

The man took out a handkerchief and wiped off 
a light bulb—the room brightened. He told her 
that if the bulbs were kept clean and shades were 
put on, she would have better light—it would cost 
nothing. He said the people who sold electric irons 
would take just a small amount of money every 
month until the iron was paid for. 

This is just one in a kaleidescope of scenes en- 
countered by a new band of salesmen being em- 
ployed by Compania Electrica Mexicana del Su- 
reste, a Mexican subsidiary of American & Foreign 
Power Co. of New York. 

Normally, you wouldn’t expect a conservative 
old electric power company to go into such an 
aggressive field of selling made famous by brush 
and vacuum sweeper companies. But Compania 
Electrica Mexicana has done it and business is 
booming for them. Some cannot keep up with 
orders, have waiting lists for items such as radios, 
fans, irons—even TV. Here’s what happened: 
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The utility turned to its door-to-door approach in order to 


build a residential load which would even out peaks created 
by industrial usage of electricity. In doing so, the company 
has created new business for dealers and contractors. 


American & Foreign Power Co. picked its 
Mexico affiliate for an “experiment in door to 
door selling” because it was the closest foreign 
spot and Puebla and its surrounding area con- 
tained a cross-section of Mexico from moun- 
tain dwellers down to the sultry, tropical Gulf 
coast. 


One of the biggest problems was to break down 
the traditional fear and suspicion Mexicans 
have of any stranger ringing the doorbell. Spe- 
cially picked representatives had to do the job. 
Out of hundreds interviewed, six got the jobs 
(all were former sales executives, one was an 
amateur actor). 

The company also installed a well-known 
Puebla woman on its new sales staff. The wom- 
an, Senorita Ana Maria de Velasco, was from 
an old Puebla family, well-known in society. 
It was her job to telephone those names where 
the salesmen had difficulty in getting a re- 
sponse. She knew practically everyone in town, 
either directly or through some relative. 

To assist in breaking down this fear of 
strangers, local manager Raymond Adams had 
a letter printed on the best company stationery, 
explaining the new program and preparing the 
customers for a visit from a “management rep- 
resentative.” Adams personally signed each let- 
ter and sent them out by special messengers 
to be delivered by hand, giving the impending 
interview more importance. 


The company started its selling program on 
stores and commercial establishments, plugging 
new wiring, new lights, new signs. Nearly 40% 


Salesmen Really Knock on Every Door—Rich or Poor 


of all places visited immediately wanted some- 
thing new or electrical »work done. 

Local electricians were swamped. AFP found 
it had to organize the harassed electricians 
into an association, giving special free courses 
on new lighting and wiring techniques. I. E. M. 
(partially owned by Westinghouse) and Syl- 
vania enthusiastically pitched in with transla- 
tions of their U. S. courses. 


Private homes were next on the list. All kinds 
were visited from the very poor with only a 
light bulb and, possibly, a radio, on up to the 
lavish Puebla mansions with swimming pools. 

So far, around 20% of the company’s Puebla 
customers have been visited and some amazing 
results are beginning to show up. More than 
35% of those visited were listed as “hot pros- 
pects” for some new appliance. The majority 
wanted refrigerators and washing machines. 
Many wanted TV, heaters and irons. It was 
learned that 25% of those visited had TV, but 
only 12% had refrigerators! 


To spark refrigeration sales, a special “Refrig- 
eration Fiesta” was planned. All Mexicans like 
a show. So a real Mexican show was planned 
with mariachi bands (country troubadours with 
guitars and fiddles), dancing every night, appli- 
ance give-aways. A local appliance association, 
which was also organized by the power com- 
pany, pitched in with displays and give-aways. 

After 10 days of whooping it up at the ap- 
pliance “fiesta,” AFP compiled the following 
money-making information for the appliance 
dealers: 44 electric ranges were sold—there had 
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never been an electric range in Puebla, just gas; 
150 frypans sold—Puebla housewives had never 
seen them; out of 50,000 who attended the fair, 
7,609 filled out cards expressing a desire to buy 
some appliance (all were catalogued for the 
new appliance association files). Kelvinator sold 
20 washing machines, Westinghouse and G-E 
got around 250 “agreed to buy” prospects for 
refrigerators and washing machines. 


AFP is going to try the scheme out in other 
Mexican cities. Puebla will continue as the “ex- 
ample” and training ground. AFP men and 
appliance area chiefs are coming to Mexico | 
from Ecuador and Guatemala for a look see at 
how AFP does it. 

AFP “management representatives” are push- 
ing deeper and deeper the Puebla homes—from 
adobe huts on up to the “casas grandes” (man- 
sions). One salesman last week told AFP man- 
agement how pleased the people are to have 
an “important man from the big company come 
calling. They give you all their complaints, 
mostly on the lights dimming at peak hours 
and that they think their bills are too high... 
then they start telling you their family prob- 
lems about husbands who drink, kids who are 
sick . . . we listen and they like it,” he said.’ 

From this listening to its customers problems, 
AFP is finding it is beginning to get a grass 
roots following which it never had before and 
which will be invaluable in future tilting with, 
the government over rates. And the plugging 
of appliances and better lighting has already 
paid off in broadening the company’s entire, 
electricity sales base. The maximum demand 
for kilowatts last year (when door to door 
work really began) was nearly 3,000 kilowatt 
hours more than the company had planned on 
its ‘normal growth” chart—those money-losing 
valleys between the peak load hours are finally 
beginning to fill up. And appliance dealers never 
had it so good—all kinds of orders are pouring 
in, even for items that were rarely sold in 
Puebla. 













TEAM OF SALESMEN walks through one of Puebla’s poorer neighborhoods, They’ll make calls here. 
But same team will also 










... MAKE CALLS on lower middle class factory worker 
who has radio, tells salesmen he is interested in televi- 


sion. Then canvassers move onto... 

. . OTHER SIDE OF TOWN where they call on “car- 
riage trade” whose homes already have most of the ap- 
pliances found in U. S. Nevertheless .. . CUSTOMER CONFESSES that she is in the market for additional appliances, in this case electric 


“cookware” for her dining room. 









A Report to Dealers on 


ELECTRICAL MERCHANDISING WEEK 


Dramatic Growth on All 


We wish to report publicly to our dealer friends the 
world-wide accomplishments of our division during the 
past year. In 1959 Kelvinator joined Rambler in 
making this a record year for American Motors. 


We hope they will realize that such progress adds value 


_ to their Kelvinator franchises; adds assurance that even 


more useful, more dependable, more economical-to- 
use products will follow the greater research and 


We feel that Kelvinator dealers everywhere will take 
pride as they read this and realize the part they played 
in making this record possible. 
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KELVINATOR SALES IN THE U. S. A. 


Kelvinator’s sales increase in our domestic market 
af 30.6% in 1959 on the ten appliances in the 
Kelvinator line is even more dramatic when it is 
related to total industry sales of 9.6%. Increasing 
sales three times the industry average requires more 
than a few successful sales promotion activities. 


These sales gains are a result of more volume per 
dealer and especially more emphasis on Kelvinator 
by leading appliance retailers. Holding firmly to 
our limited franchise policy, the total number of 
dealers selling Kelvinator has increased less than 
2°, during the year. 


This sales success is a clear indication to us that 
consumers have read and been favorably impressed 
by our 1959 advertising. Changing from the in- 
dustry pattern of elaborate claims for individual 
features to a clear, factual presentation of the 
basic usefulness of the product as a whole has 
resulted in ad readership ratings 50% above 
industry average. 


Dealers tell us that Kelvinator products have 
fulfilled completely the promise of our advertising. 
Basic usefulness and dependability are more 
appealing to today’s consumers, and much easier 
to sell, than gadgets and gimmicks of question- 
able utility. 


We look ahead to the domestic market with more 
confidence than ever. With our recently-announced 
change in product introduction policy, we are 
eliminating the economic waste inherent in annual 
model changes. By thus gaining more time and 
money for the development of basic product im- 
provements, we are sure Kelvinator appliances 
will increase in consumer appeal at a much faster 
pace than ever before possible 


Continuing sales gains in future years are bound 
to result from this fundamental approach to serv- 
ing better the real appliance requirements of 
America’s homes. 
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October, 1958—January, 1960 


GRAND RAPIDS PLANT EMPLOYMENT 


During 1959 Kelvinator completed the transfer 
of all appliance manufacturing operations to our 
plant in Grand Rapids, Michigan. Naturally, this 
greatly increased employment there, as shown 
above; but today, as a result of our sales gain, 
employment in this one plant is 26.4% more than 
we had in all facilities before consolidation started. 


To Kelvinator dealers this consolidation means 
several things. It is obvious that with all manu- 
facturing in one plant, maintenance of facilities 
and management overhead costs are lower, making 
it possible for us to increase the basic quality of 
our products while still maintaining vigorously 
competitive prices. It also means better service 
to our dealers who like to save LCL handling 
costs by buying direct truck loads or carloads of 
mixed appliances. 
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New $2,000,000 Warehouse 


To further facilitate handling of these direct ship- 
ments, a new $2,000,000 warehouse with over 
330,000 square feet of space will be put in service 
on March 1. This new warehouse will cut con- 
siderably the time between receipt of dealer order 
and shipping date. It will also mean fewer sub- 
stitutions to make carrier weight. 


yetting better products to our dealers, promptly 
and at the lowest possible cost, is but another 
example of our determination to improve con- 
stantly the profit opportunity of Kelvinator dealers. 





development projects this all makes possible. 


But . . . most important to all of us in Kelvinator is the 
knowledge more customers are showing a constantly 


+ 10.6% 
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EXPORT SALES FROM THE U. S. A. 


We were pleased with the solid progress our U. S. 
Export Division made during this past year by 
increasing their sales 10.6%. But in the first three 
months of our present fiscal year, October through 
December, 1959, the past was dwarfed by a gain 
of 70.9% over the same period a year ago. 


Not many dealers realize the magnitude of 
Kelvinator’s world-wide distribution. For over 
thirty years, our name has been a leader in the 
world refrigerator market. 


Once again, what does this mean to U. S. Kelvin- 
ator dealers? In view of the gradual awakening of 
consumer goods’ demand in most of the rest of 
the world, we face a likelihood of a world-wide 
market greater than that in the United States. 


National needs and aspirations throughout the 
world, tremendous economic growth in other 
highly industrialized nations, and higher U. S. 
costs have laid the groundwork for an intense 
competitive struggle to satisfy these growing 
world markets. Kelvinator’s policy over the years 
has been to achieve a dominant position in the 
world appliance market. The rapid growth of the 
appliance export market since World War II has 
confirmed our belief in the soundness of this 
approach. 


With Kelvinator thus firmly established in the 
international field, we are assured of an important 
share of this growing volume and of the contribu- 
tion it will make to the over-all strength and con- 
tinued growth of our company in the years ahead. 


Kelvinator dealers can look to the future with 
assurance that this world-wide strength will make 
it possible for Kelvinator to keep its products well 
abreast of market requirements and enable 
Kelvinator to continue to exert the leadership it 
has held for years in contributions of major 
importance to appliance design. 





FEBRUARY 22, 1960 


Kelvinator’s 


Fronts in 1959 


growing interest in appliances designed and built to 
serve better their real needs and are translating this 
interest into an increasing volume of sales for Kelvin- 
ator dealers everywhere. 
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KELVINATOR IN CANADA 


Kelvinator also owns a majority interest in Kelvin- 
ator of Canada. Here our brand name has been in 
a top position in industry sales for over thirty 
years, and here again, sales increased 12.9% in 
1959 over 1958. 





B. A. Chapman 

Executive Vice President 

and General Manager 
Kelvinator Division 

American Motors Corporation 
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KELVINATOR IN ENGLAND 


Kelvinator International Corporation has operated 
a fully-owned subsidiary plant in England since 
1926. In 1959, their operation kept up the pace of 
company growth by increasing sales in England 
32.4% over 1958. 


KELVINATOR LICENSEES AND DISTRIBUTORS AROUND THE WORLD 


Few U. S. dealers have any realization of the world 
coverage independent distributors buying from 
the United States, Kelvinator of England, or 
manufacturing licensee companies provide for 
Kelvinator products. Not only does this mean 
world-wide sales, but to U. S. dealers it means 
Kelvinator service available almost anywhere a 
customer could possibly move. With more and 
more servicemen taking families to the far 
corners of the earth while they serve our country, 


* Distributors 


this world-wide service is an important item. 

Besides the plants in the United States, Canada, 

and England, Kelvinator International has granted 

manufacturing licenses to locally-owned com- 

panies in fifteen other nations. These companies 

have the use of the Kelvinator name, plus manage- 

ment, engineering and manufacturing assistance. 

Countries where local manufacturing licenses have 

made the name of Kelvinator a leader in the sale 
of kitchen and laundry appliances are: 

Argentina 

Australia 

Colombia 

France 

Germany 

*. Greece 

India 

Italy (2) 

Japan 

Mexico 

Norway 

New Zealand 

Philippines 

: - Spain 

Sweden 


% Plants and Licensees 


Distributors representing either Kelvinator International or 


licensees are active in 141 countries throughout the free world. 
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REDISCO 


During the past year Redisco, Kelvinator’s 
subsidiary devoted to appliance financing for 
distributors and dealers, led all other Kelvinator 
operations in volume increase as this company 
completed a two-year expansion program. 


American Motors increased its investment in 
Redisco by $12,781,300, enabling them to more 
than double the number of branch offices and to 
increase their purchases of wholesale and retail 
paper by 82‘, over 1958. 


With sixty-seven branch offices now serving the 
United States and Canada, outstandings reached 
an all-time high of $131,000,000 in December, 
1959, an increase of 72°; over the amount a year 
ago. With this expansion Redisco is within 
overnight mail service from practically every 
Kelvinator dealer in the United States and Canada. 





67 REDISCO : ; ~~ 
Branch Offices “- > .™ i \ 


More important to retailers, however, is Redisco’s 
experience in financing appliance paper. Founded 
in 1926, this company is the oldest and most 
experienced in its field. Redisco’s basic approach 
has always been to develop financing plans that 
help its customers sell more appliances. This 
‘‘retail-minded”’ service to Kelvinator dealers has 
long been one of the greatest assets available to 
holders of the Kelvinator franchise. 
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SS marks the spot where you'll make bigger 


1 S YOUNGSTOWN 
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Tie in with national advertising campaign... 
Display the complete sink line in your store! 
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Why put up with inconveniences during those millions of pre- Youngstown Kitchens Dealer. See for yourself the tremendous 
cious minutes when you do dishes, wash vegetables, prepare difference this smart new sink can make in your kitchen. It’s _ 
meals? The most important working area in your home deserves _ just pennies a week on a quickly arranged Easy Payment Plan. 
the luxury that only the finest Youngstown Kitchens Cabinet 66° Be Lame Cabtnct Gian met Sin, oterce 

Sink can give. There's no other cabinet sink like it! Check below von Cams =a °G 4s" 
for the quality features on this 54° Cabinet Sink ; then visit your 












MODERNIZE WITH EXCLUSIVE FEATURES IN TODAY'S MO 





TIFUL DE Luxe CABINET ‘Sik: ie 











« Waterfai! contour sink front 
and recessed srea betow make 
standing and working easier, 
WICAN- STANDARD, YOUNGSTOWN KITCHENS DIV., BOX #00, WARREN, OH10 
#250 aod me intormatan On magyrmiziNg My KiTChED WIth @ new Toungiiown Kotchens Cedenet Sime 
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Nationally advertised in 
Saturday Evening Post-March 26th! 
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profits | 


KITGHENS 
CABINET SINK PROMOTION! 


spectacular sink sale promotion! 
see what Youngstown Kitchens gives you! 


Here’s the biggest Sink Promotion ever to 
hit the United States! On March 26th the 


giant two-color ad, shown left, will ap- = 
pear in Saturday Evening Post reaching . 
6,004,680 readers. : \ You ngstown 
ere ~s A Gireitet 
e The Cabinet Sink Business is a Big Business! : 
‘aval \Vd 
If you are not getting your share of it you ar , 
as vit | AA 
are missing out on easy additional profits. STVTVPYTPIY saa 
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Phone your Youngstown Kitchens distrib- 
utor immediately or send in coupon below a 


to get the full money-making story. 


e Special Point-of-Sale Display Pieces! 
4 beautiful new Cabinet Sink Sale displays. 
Giant banner for store or window. Sink 


You ngstown 


background display header. Silk hanging _ 
. h» ‘ 
banner saying your store is Youngstown In tc he mS 
Kitchens headquarters. Illuminated 2- 
sided display with flashing light, takes less 


than half a square foot of counter space! 


e Giant Three-Color Broadside Mailer! 


Promotion d ite! Gi NESE aay ~ 7 - if 
ceca seal ied a aca ties. = Ee ep §=— CABINET SINK 
HEADQUARTERS 








her home. Every sink illustrated and pre- 























sold for you with your store imprint. Effec- 








tive...inexpensive. See your distributor! 





e Free Promotion Kit With 10 Selling Aids! 
Huge Day-Glo sink sale streamer. Ad mats 
for every newspaper use. Pennants in Day- 





Glo magenta and black. Die-cut triangle 
hangers. Quick-fact sales sheets. Radio 
scripts, giveaway or mailing stuffers, plus 
cabinet sink folders showing all styles! 


WIN YOUR SHARE OF CONSUMER DOLLARS THIS 
SPRING...SELL YOUNGSTOWN KITCHENS CABINET a —__ 
SINKS! CONTACT YOUR YOUNGSTOWN KITCHENS - es 
DISTRIBUTOR FOR DETAILS IMMEDIATELY! OR : = ai 
SEND THIS COUPON! 


























American-Standard, Youngstown Kitchens Div., EM-2/60, Warren, Ohio 
Please rush details on your big 60 Cabinet Sink Promotion! 
Name- cicbiphemnctsliie ior iaincdiaiaiselipacgnciactiini vuteehiinnielemmatiignts a 


Address peacoat Sciestbasaibitdaelimapnaheiiiilagiiasianiide SRK Ne Aas 


City dvichadiniaieh nclecndssiceckemsaidipesiitaaibtigen ede tecsscipatdichionsd State sae 


YOUNGSTOWN KITCHENS DIVISION 
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All New from Blackstone... Fifteen for ’60 


Brand new, most complete line ever... Four basic models become fifteen with 
optional stainless steel or white tops, gas and electric dryers... All matching pairs-:- 
from a fully automatic washer priced to sell at the lowest promotional price, to the 
finest washer and dryer pair ever built... Stunning modern design, new features, 
fullest flexibility ...Simplest to use, easiest to install and service, easiest to sell with 
complete confidence... Backed-up by a full up-to-date wringer line including the 
newest wringer of them all, the Rinsing Wringer...Sell the line with the easy step 
up...Distributor and dealer franchises available in some areas...Write Blackstone 
Corporation, 1111 Allen Street, Jamestown, New York. 


Step ahead with Blackstone... America’s oldest washer manufacturer—since 18/4 
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FEATURES THIS WEEK 


Frigidaire built-ins e Westinghouse air conditioners 
radios and TV sets e Lewyt cleaner e Berns and Fasco 
hoods e General Electric transistor radios e Cape- 
hart stereo and Du Mont 1960 collector series 


ie ill 


FRIGIDAIRE Built-In Ovens and Surface Units 


The Pull’N-Clean oven feature pio- 
neered on Frigidaire free-standing 
ranges 2 years ago is now available 
in built-in wall ovens for the first 
time. 

These wall ovens highlight a new 
line of built-in appliances including 
surface cooking units and dishwashers. 

The pull-out cleaning feature is 
found in a Custom Imperial double 
wall oven model. The large oven at the 
top equipped with a pair of French 
doors makes loading and unloading 
convenient for homemaker. 

The bottom oven, usually difficult to 
reach for cleaning, pulls out like a 
drawer so it can be wiped clean 
through the open top without stretch- 
ing, straining or stooping. This feature 
proved so popular that it has been 
included in 8 of the 11 1960 free-stand- 
ing ranges, as well as the built-in 
ovens. 

Another double wall oven model 
with a different door design also has 
the pull-out feature; bottom oven pulls 
out and the oven above has drop- 
leaf door—operates like conven- 
tional swing-down door for ordinary 
use, but for cleaning, the door releases 
and swings down 180 degs. out of the 
way. Both ovens have such other fea- 
tures as automatic spatter-free broil- 
ing, automatic controls, electric clock, 


meat tender thermometer, signal 
lights, electric time signal, optional 
rotisserie. 


Still another double wall oven has 
many of above features with drop- 
leaf doors above and below; in addi- 


tion there are three single wall ovens, 
one with French door, two with drop- 
leaf doors; all come in satin chrome 
or 5 colors: copper, turquoise, pink, 
yellow or charcoal. 

Three 1960 fold-back surface cooking 





units in 24-in. and 48-in. sizes have 
elements that swing down from back 
panel for use and fold back when not 
in use, leaving most of countertop free 
as a work area. 

These compact units can be installed 
for point-of-use cooking in kitchen, 
family room or elsewhere in house. 
Two heating elements are included in 
a 24-in. section; sections are available 
with control panels at right or left. 
When factory-assembled, two of these 
sections comprise a 48-in. unit, com- 
plete with 4 heating elements; one 
with heat-minding device for con- 
trolled cooking; one with extra fast 
heating ability and two regular units. 

Infinite heat controls similar to 
Frigidaire 1960 free-standing ranges 
are also featured; insatin chrome only. 

Four additional cooking tops, three 
full-sized, one with remote control 
panel complete the line; full-size units 
displace only 3% in. space below 
counter; 24-in. model takes 3% in.; 
top models have high speed heating; 
heat-minding element; infinite heat 
control. Frigidaire Div., General Mo- 
tors Corp., Dayton 1, Ohio. 


WESTINGHOUSE 
1960 Air Conditioners 


Westinghouse 9 model 1960 room air 
conditioner line is available in 3 basic 
series: Presidential Mobilaire, Custom 
Mobilaire and Custom Heavy Duty 
series. Designed around two features, 
mobility and quiet operation, the 
compact size and ease of installation 
permits moving from room to room 
or taking on vacation; completely 
assembled installation frame _ slips 
easily into window like a screen. 

All models have newly designed 
air flow system; special acoustical 
insulation for quieter operation. Each 
model is 24 in. wide, 14 in. high; 
Presidential and Custom Mobilaire 
are 15 in. deep; Custom Heavy Duty, 
20 in. deep; a perma-green germicidal 
washable filter has chlorophyll added; 
pushbutton controls mounted in slant 
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position for easy reading; 4 adjust- 
able grilles eliminate drafts, direct 
cool air in any direction; dehumidi- 
fies, taking gals. of water from air 
automatically disposing of it; ad- 
justable thermostat with dual action 
can be set to turn cooling system on 
and off for desired comfort level; also 
turns off cooling system if frost forms 
on coils, preventing freeze up auto- 


matically. Westinghouse _ Electric 
Corp., Appliance Div., Mansfield, 
Ohio. 





LEWYT 1960 
Vacuum Cleaner 


This new 1960 Lewyt vacuum cleaner 
model No. 121 has a power window 
at the top of cleaner and a pat- 
ented see-thru speed-sak that lets the 
homemaker see at a glance when the 
dust bag is full and should be 
changed; also eliminates need to 
squeeze a dust bag to learn if it is full. 

Features include a motorized beater- 
sweeper; stand-upright handle; wide- 
beam headlight; big rubber tired 
wheels; various cleaning tools that 
ride along on the back of the unit for 
immediate use anywhere; also such 
other features as power dial for cor- 
rect cleaning suction; easy toe switch; 
lock tight wands; and a 1%-hp motor. 
Price, $119.95. Lewyt Corp., 43-22 
Queen St., Long Island City 1, N.Y. 








BERNS AIR KING Hood 


“Hi-Flow” a new ductless range hood 
featuring 2 new ideas in ductless 
hood design is introduced by Berns 
Air King. 

Innovations include a rechargeable 
coated-type filter instead of a char- 
coal filter and fresh air discharge 
through vents placed at the top of 
hood. 


“Hi-Flow” filter, part of a dual- 
filter system that includes a lifetime 





aluminum grease filter, has an ad- 
hesive coating to absorb odors, dust, 
pollen. 

Filter is rechargeable by spraying 
with a coat of adhesive from a spray 
can; adhesive contains its own built- 
in detergent, which means the filter 
can be cleaned before each fresh 
coating by flushing it with water; 
hood comes complete with a year’s 
supply. 

Vents placed at hood top eliminates 
draft blowing directly at housewife, 
discharging fresh air upwards; com- 
pact styling; can be installed any- 
where; comes complete with cord 
and plug; built-in junction box for 
permanent installations; 3-speed push- 
button control; mitered edges; re- 
cessed light with glass diffuser lens; 
in 30-, 36- and 42-in. sizes, 4 finishes. 
Price, $84.95. Berns Air King Corp., 
3050 N. Rockwell St., Chicago 18. 








FRIGIDAIRE 1960 Built-In Dishwashers 


Frigidaire’s undercounter and free- 
standing dishwashers for 1960 feature 
dish racks, redesigned to hold more 
of the larger everyday items such-as 





pots, pans, utensils, oven baking sheets; 
upper rack rolls out, to make loading 
easier; lower rack handles meat plat- 
ters, largest dinner plates; new sil- 
verware basket has also been intro- 
duced into the 1960 line. 

Sealed Radiantube heating units 
have increased wattages for faster, 
more efficient washing, rinsing, drying 
at sanitizing temperatures; dishes are 
thoroughly washed and rinsed by a 
spray tube mounted horizontally be- 
tween upper and lower racks, 1800 
sprays per min. to dish surfaces; spe- 
cial automatic dispensers handle de- 
tergents and wetting agents. 

Undercounter’ models, in white, 5 
colors, or satin chrome; free-standing 
models, white only; a dishwasher-sink 
combination in pink, yellow, turquoise 
or white. Frigidaire Div., General 
Motors Corp., Dayton 1, Ohio. 





FASCO Duct-Free Hood 


This new duct-free, 60-series, Fasco- 
hood provides good filtering perform- 
ance in applications where exhaust- 
type ventilation is impractical. 
Featuring smart slim-trim styling, 
it is only 7% in. high. The compact 
60-series duct-free hood is designed 





to complement the lines of modern 
major kitchen appliances. 

A scientifically designed air flow 
passes air over an activated charcoal 
filter at just the right rate of speed 
for maximum odor absorption. Fresh 
clean air is discharged up and away 
from the user’s face, also away from 
cabinet exteriors. 

Suitable for apartments or interior 
wall far from exterior outlets. 

Replaceable activated charcoal fil- 
ter to remove the sharpest, heaviest 
odors and smoke. 

Filters can easily be removed, 
cleaned or replaced in simple opera- 
tion. Up front rocker type switches 
for convenience. 

Available in three standard lengths 
of 30, 36 and 42 in. Two finishes are 
available: N-copper and SC-satin 
chrome. Fasco.Industries, Inc., Ro- 
chester 2, N. Y. 
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AL-NEW RCA WHI 


...With exclusive features that convert 
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RLPOOL ELECTRIC RANGES 


casual shoppers into enthusiastic buyers 


1960 


‘Picture-Window”’ controls 


Infinite heat settings for all units 
are shown on large, easy-to-read, 
illuminated dials located below 
the control knobs. Easier to see 
and set. And, a red band tells at 
a glance the exact amount of 
heat selected ! 


Rotisserie and Bar-B-Kewer 


The special low, radiant heat of 
the exclusive Bar-B-Kewer® oven 
unit seals in natural juices and 
gives meat a tastier flavor... while 
the rotisserie turns the meat 
slowly, assuring even roasting and 
browning on all sides. 





Removable oven doors 


Entire oven door lifts off to make 
oven cleaning faster and easier. 
Racks and top heating elements 
pull out and bottom heating ele- 
ments lock up to give unobstructed 
cleanability . . . even in back cor- 
ners. Door also is counterbalanced. 


21 


More outstanding features plus 
luxurious styling 


ee - 


soc TS oS 


The all-new RCA WHIRLPOOL line of electric ranges (nine different models) 
offers the greatest sales power in history . . . abounding with better- 
cooking features that women look for, ask for and buy! In addition to 
those illustrated above, buyers are impressed with thin Jetubes for extra 
fast heating and cooling of surface units, plug-in griddle, Dispos-A-Bowls*, 
Balanced-Heat ovens, radiant-heat broiler, Ka-Bob*, Roast Sentry* 
meat thermometer, automatic ‘‘2-Set” clock control, and many others. 
Here, too, is beautiful, modern styling with clean, crisp lines plus subtle 
accents of chrome and neutral colors that blend with any kitchen decor. 
Yes, bigger-than-ever sales volume can be yours with this great new 
line. Call your RCA WHIRLPOOL distributor. *Tmks. 


Your family will love our family of home appliances 





Imperial model E1-309 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Use of trademarks @Q ond RCA authorized by trademark owner Radio Corporation of America 


Join up!/...it’s easier to sell RCA WHIRLPOOL than sell against it/ 





ELECTRICAL MERCHANDISING WEEK 


More than the most. 1 a magazine is useful, credit the editors. It’s just 
that simple. They gather and explain the news . . spot the trends. . . provide the 
information and ideas you need in your business. We’ ve always had a ‘woidirtal lot 
of them, and more now than ever. Eight more. Each a Pro; each specializing in this 
business. We’ve added more new editors than other publications have altogether. 
And that’s a big reason why every Monday the Pros read 
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WESTINGHOUSE 
Adds Radios 


The addition of three low-priced 
radios is announced by Westing- 
house; two table models; and a 3-way 
portable. 

Price-leader No. 
wide range 4-in. 


742T4 features a 
speaker, 4 tubes 


including rectifier; superheterodyne 
circuit; playing on ac or dc; cabi- 
net in aqua, dove white or pink. 
A 5-tube table radio, No. 745T5, has 
fully molded cabinet in slim, func- 
tional design; features wide range 
Alnico speaker and plays on ac or 
de; available in dove white, copper 
tan and blue with white trim. 
New 3-way portable, No. 751P4, de- 
signed to play anywhere on ac or dc 
or batteries; radio features a wide 
range 4-in. speaker with Alnico mag- 
net, also a built-in antenna; cabinet 
available in charcoal or dove gray. 
The addition of these 3 models 
gives Westinghouse radio line a total 
of 20 models. 
Prices, No. 742T4, $14.95; No. 745T5, 
$19.95 in white, $21.95 in copper tan. 
No. 751P4, $34.95. Westinghouse Elec- 
tric Corp., TV-Radio Div., Metuchen, 
N. J. 








CAPEHART SIGNATURE SERIES "'SOPHISTICATE” 


CAPEHART Stereo 

Hi-Fi-TV 

Capehart announces the Signature 

series of stereo hi-fi with TV in “So- 

phisticate” and “Pavane” units. 
“Sophisticate” offers contemporary 

styling, rare wood veneers, brass hard- 


ware and “Emberglo” finish; over 100 
pieces available in this collection in- 
cluding a low 35-in. square cabinet 
with sliding top and side panels; up- 
right record storage; top-controlled 
stereo record-player and _ simulcast 
FM-AM radio. No. ST-63TVHF is a 
sideboard with 6 inlaid-panel folding 
doors concealing stereo-radio-phono 
plus TV; ST-73TVHF is an 84-in. con- 
sole with Myrtle burl parquetry. 
“Pavane” is available in 10 basic 
wood surfaces and 4 units: PT-147RP 
Hunt Board on forged iron legs con- 
ceals double stereo speakers under 
wide overhangs; No. PT-15RF and 
PT-143TVHF, architecturally paneled 
sideboards with brass grill and fabric 
doors. Smaller unit features a pull- 
out tray, marble top. 
Prices, Signature series from $795 
to $3000; Capehart Corp., 216 W. 14th 
St., New York I11. 





DU MONT "WESTWOOD" 


DU MONT 1960 


Collector Series 

Nine new models have been added 
to the Du Mont 1960 Collector Series: 
The Marseilles, housed in French 
provincial console custom crafted in 
genuine cherry fruitwood is a com- 


plete home entertainment center with 


the Du Mont “600” custom hand 
wired TV chassis; transistorized wire- 
less remote control; stereophonic 
simulcast hi-fi AM/FM radio; 40-watt 
hi-fi dual channel amplifier; Garrard 
stereo record changer with diamond 
stylus; Du Mont matched hi-fi co- 
axial-speaker dual speaker system. 
TV consoles, Florence, Salem, Bor- 
deau and Victor also have the “600” 
chassis with full power transformer; 





DU MONT "'SOUNDSTAGE" 
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DU MONT TRANSISTOR ''900" 


Perma-tune; transistorized wireless 
remote control; also have stereo/ 
phono jack, separate bass and treble 
tone controls and advanced sound 
system. 

Stereo hi-fi phono and AM/FM 


radio consoles, Lorraine and West- 


wood, have the Du Mont 40-watt 
dual channel amplifier with full fre- 
quency response of 20 to 20,000 cps; 
Garrard stereo record changer with 
diamond stylus; “Needle-Minder.” 
Soundstage, the new hi-fi AM/FM 
table radio with 7-tube full power 
chassis; built-in Ferrite-rod antenna; 
dual-concentric bass; treble tone con- 
trols; phono-jack with front control 
switch and dual hi-fi speakers. 
Pocket-size transistor “900” has 9 
transistors; 2 diodes; 3-gang tuning 
condenser; jack for personal listen- 
ing attachment; full range perma- 
nent magnet speaker; and high im- 
pact case; powered by standard pen- 
lite batteries. 
Prices, Marseilles 21, $1200; TV con- 
sole series from $369 to $650; Col- 
lector Series stereo hi-fi, both $499; 
Soundstage radio, $100; Transistor 
“900,” $58; with ensemble, $68. Du 
Mont Div., Du Mont Emerson Corp., 
Jersey City 2, N. J. 





WESTINGHOUSE TV Sets 


Five new “furniture fashion” TV 
models are announced by Westing- 
house spotlighting 3 “Dimensional 
Design” models in which carved 
wood craftsmanship is accentuated by 
having both cabinet side panels flair 
out front to back. 

“Danville,” added to Signet Series is 
a 21l-in. price-leader, $199.95 in wal- 
nut; mahogany or limed oak grain 
slightly higher. 

“Salerno,” added to Custom Tradi- 
tional group has “Dimensional De- 
sign,” 21l-in., 110-deg. tube; illumi- 
nated channel-view dial; bass-treble 
controls; stereo speaker jack; “Mem- 
ory Fine” tuning; dual speaker hi-fi 
sound system with an 8- and a 5-in. 
speaker ($349.95). Early American 
and Imperial have same features. 
“Jamestown,” Early American, gen- 





WESTINGHOUSE "JAMESTOWN" CONSOLE 


uine cherry veneers and_e solids. 
“Normandy,” provincial, price-leader 
in this group, ($329.95). Westinghouse 
Electric Corp., TV-Radio Div., Metu- 
chen, N. J. 





PILOT Speaker System 


Pilot PSV-2, compact 3-way speaker 
system, 18 in. high, 15% in. wide, 9% 


‘in. deep, is announced by Pilot. 


Features include a frequency-re- 
sponse that extends from 50 cycles to 
over 16,000, comprising a _  12-in. 
low frequency driver, a 6-in. mid-fre- 
quency cone type speaker with electro- 
magnetic isolation to prevent acoustic 
interaction, a 3-in. cone type tweeter 
and crossover network. 

The sealed enclosure provides an 
acoustic suspension of special design 
for high compliance woofer. A mass of 
orlon fibers provides optimum damping 
and has the effect of increasing the 
acoustical volume of inclosure. 

The bass is solid, clean, highly de- 
fined; has 16 ohms impedance; 30- 
watts program power; crossover fre- 
quencies 800 cps and 8,000 with 6 db/ 





octave air core inductance capacities; 
for use in stereo system or as center 
speaker for Pilot stereo-plus “curtain 
‘of sound.” Pilot Radio Corp., 37-06 
36th St., Long Island City 1, N. Y. 





GENERAL ELECTRIC 


Transistor Radios 


Two pocket transistor radios, P-815 
and P-816, are announced by G-E. P- 
815, a 7-transistor pocket radio in an- 
tique white with gold or with cocoa 
back and gold grille has high impact 
polystyrene case with pearlescent 
front panel; a 2%4-in. speaker; thumb- 
wheel tuning; slide-rule dial and fer- 
rite rod antenna; 9-volt battery pack 
uses Eveready 226, Burgess P6 or 
equivalent for approximately 75 hrs. 
listening. 

Gift-pack with P-815, 816 or model 
P-817 includes radio and earphone for 
private listening and a carrying case 
in one package. 

The other new pocket transistor 
radio in white and black, P-790, or in 
white and turquoise, P-791, has 6 tran- 
sistors; a pop-up ‘“‘on’”’ indicator to tell 


when set is on; plays approximately 
75 hrs. on a 9-volt battery pack; fea- 
tures a 23%4-in. speaker; push-pull “B” 
audio output for maximum power and 
battery life. 

Available as an accessory for P-790 

and P-791 is a 2000 ohm earphone for 
private listening. Carrying cases are 
also available. 
Price, P-815 and P-816, $39.95; P-817 
and P-818 gift packs, $44.50; P-791, 
$34.95. General Electric Co., Radio Re- 
ceiver Dept., Bridgeport, Conn. 








GLASER-STEERS 
Record Changer 


Glaser-Steers announces a new hi-fi 
4-speed stereo record changer, No. 
GS-400. : 

The changer automatically or man- 
ually plays all stereo or mono rec- 
ords and handles different size rec- 
ords intermixed in any order. 

Suitable for component installa- 
tion in open shelf or cabinet enclo- 
sure; “Holiday Gray” finish, silver 
trim, oyster white turntable. 

Arm movement may be restricted 
during change cycle without damage. 
And the arm may be relocated man- 
ually during automatic play to repeat 
a passage, without tripping change 
cycle. 

The changer boasts a double chan- 
nel muting switch and a 4-pole shock- 
mounted, hum-shielded motor. 








holder 


A quick-change 
fits into tone arm for proper alirn- 
ment; retains mechanical and acous- 


cartridge 


tical advantages of a l-piece arm. 
Other features include precut and 

drilled bases, all-metal 45 rpm spin- 

dle, and transparent cover. 

Price, $59.50, less cartridge. Glaser- 

Steers Corp., Newark 4, N. J. 
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Magazine salesman 


It may strike you as ironic that one advertising 


medium, television, is the best salesman for an- 
other advertising medium, TV Gutpe. But this 
is profitable irony. For by whatever criteria you 
measure a mass magazine’s primary audience, 
TV Gulbe gives you the most for each advertis- 
ing dollar.* ‘The most young adults, college grad- 
uates, housewives, residents of metropolitan areas. 


1959 Starch Consumer Magazine Report 


t 


Best-selling weekly magazine 


The most owners of homes, automobiles, freezers, 
clothes dryers, food mixers, room air-conditioners, 
power mowers. The upshot has been logical: 
consistent, year-after-year growth in advertising 
revenue and linage. The increases are becoming 
sharper. Last year ‘T'V Guipe ranked first among 
all weekly magazines in percent gain in advertis- 
ing revenue. This year looks even brighter. 


in America...circulation 7,250,000 


WEEK 
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THIS BRAND 
OPENS 

NEW FRONTIERS 
FOR PROFIT! 


DELICIOUS FRESH JUICE IN SECONDS: 
SPELLS MORE PROFITS FOR YOU! 


Approved by Sunkist for better 
tasting fresh juice. Silex juicits put 
extra profits in your pocket. Deluxe 
model has magic-motion strainer to ™ 
extract up to 20% more juice! 

FREE LEMON REAMER 

Model 2711 (deluxe) Retail $24.95 
Model 2710 (custom) Retail $18.95 


specialize in profits with 
f Silex appliance specialties 


The Silex Co., 6333 W. 65th St., Chicago 38 
in Canada—The Silex Co., Ltd., Iberville, P.Q. 





NO. 102 BALANCE TRUCK 

CAPACITY $4700 

1500 LBS. 
The full load is perfectly balanced. As 
truck and appliance are tilted, the 
wheel lock is released by foot pressure 
and the wheels roll back into transport 
position. The center of gravity is di 
rectly over the wheels: no weight is 
held-by the mover, who walks upright 
Except on stairs or when loading, one 
man handles. On stairs the wheels are 


locked in closed position. Rugged steel 
construction, rigidly welded 


CASTER X-75 TWO PIECE TRUCKS 


for the very large appliances 


$6000 PeR PAIR 


Handle all large, heavy ap 
pliances with ease and safety, 
especially tall cabinets that 
won't clear doorways when 
tilted. Write for circular on 
these and other trucks from 
$35.00 up, F.0.B. Findlay, O 


SELF-LIFTING TRUCK CO. 


425 North Main Street @ Findlay, Ohio 





THE PRINCETON STEREO HI-Fi CONSOLE 


WESTINGHOUSE 
Stereo Consoles 


Six new stereo hi-fi consoles are an- 
nounced by Westinghouse in 2 series, 
each series offering models in three 
of the four “furniture fashion” period 
groupings featured by Westinghouse: 
American contemporary, traditional 
and Early American. 

One _ series, phono only, has 20 
watts output; power transformers; 
two 8-in. and two 4-in. speakers; de- 
luxe 4-speed record changer with 45 
rpm spindle. Glendale, contempor- 
ary, in walnut, limed oak; Balmoral, 
traditional, mahogany; Princeton, 
Early American, maple. 

Second series combines stereo hi-fi 
with separately tuned AM/FM radios; 
30 watts peak output; power trans- 
formers; two 8-in. and two 4-in. 
speakers; master stereo balance and 
loudness controls; separate bass and 
treble controls; tape input and de- 
luxe 4-speed record changer with 45 
rpm spindles. Montvale in walnut 
($299.95), limed oak ($309.95); Fair- 
fax, traditional, mahogany, ($319.95); 
Cape Cod, Early American, maple, 
($319.95). Westinghouse Electric 
Corp., TV-Radio Div., Metuchen, N. J. 





PENTRON Portable 
Transistor Radio 


“Startone” transistorized miniature 
clock-radio for travelers is Japanese 
produced and marketed in the U.S. by 
Pentron, Chicago. Clock can be re- 
moved from chassis; has accurate 
30-hr. wind-up movement to elimi- 
nate needless battery drain; auto- 
matic clock-alarm can be set to turn 
radio on or off at pre-selected times; 
7 transistors; 3x6x1% in.; weighs 11 
Ibs. with radio and clock complete. 
Features include superhet circuitry 
that operates for more than 150 hrs. 
on a 9-volt battery. Leather carrying 
case permits clock to be seen, con- 
trols to be operated; also included 
are the battery, an earphone attach- 
ment and a desk: stand. 

Available in ebony, ivory, birch 
gray with gold and red trim. Price, 
$49.95. Pentron Electronics Corp., 777 
S. Tripp Ave., Chicago 24. 
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Quality appliances 
deserve Quality parts... 


Always use FSP parts for RCA WHIRLPOOL appliances to 
maintain their original high quality. Manufactured to 
factory specifications, FSP parts fit right ... last long... 
keep customers happy amd help you make a service profit. 


Revealing book gives facts on parts quality 
every serviceman should know. Order your 
copy today—no obligation whatever. 


Service Department A,Whirlpool Corporation, St. Joseph, Michigan 
Mail copy of 'FSP—The Quality Story”’ to: 


Name 





Address 





City 








Factory Specification Parts for 


Whirlpool, tome arruiances 


meet the toughest specifications in the industry 


Service Division, Whirlpool Corporation, St. Joseph, Michigan 


r n é ©pere f Ame 
Use of trodemorks MR and RCA ovthorized by trademork owne Radio Corporation of A a 
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Midwest Farmers Say 
They're Set to Buy... 


... “far more” appliances in 1960 
than they did in 1959. That’s what 
a survey by Midwest Unit Farm 
Papers found. 

The group contacted subscribers 
operating farms of 30 acres or more 
in Indiana, Illinois, Wisconsin, 
Minnesota, Iowa, Nebraska and the 
two Dakotas. They asked them what 
they intended to buy during the 
coming year. 

Here are some of the things they 
found out: 

Farm families in the area plan to 
buy 88,426 freezers, 40,369 electric 
ranges, 59,592 refrigerators, 52,864 
automatic washers, 75,931 electric 
dryers, 20,184 gas dryers and 52,- 
864 TV sets. 





In tones reminiscent of a football 
coach’s between-halves pep talk, 
Fred Maytag II, president of the 
Maytag Co., conceded last week 
that dealers haven’t always re- 
ceived an “adequate markup.” 

But he voiced pleasure that the 
“vast majority of dealers in 1959 
experienced an increase in the profit 
margin.” His remarks on markup 
were made to Boston dealers and 
press representatives. 


His advice: ‘Ask the price without 
a quiver. Don’t sell at a loss.” 
Later in his address Maytag 
granted that the independent dealer 
has often found himself squeezed 
between the manufacturer and the 
wholesalers on one hand and the 
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Maytag: ‘Hold That Price Line’ 


consumer on the other. 

“It does not matter how this sit- 
uation came about. The fact re- 
mains that, as a group, you are not 
making as much money as you 
should ... 

“It would seem that if the inde- 
pendent appliance dealer is to re- 
turn to a sound pricing policy... 
you will need the considered assist- 
ance of all levels of the industry.” 


The full-line vs. short-line question 
also cropped up in Maytag’s speech. 
“It seems unlikely that any one 
manufacturer can become superior 
in all product lines. 

“If I were a dealer, I would want 
to retain my freedom to pick my 
brands,” he concluded. 





once your customers try PENTRON 
they buy PENTRON! 


We’re making it easy with a 


Gi) 









Ask your PENTRON distributor or write the factory for details 



































PENTRON‘: 









TAPE RECORDERS 


PENTRON « 


777 S. TRIPP AVE. e 


Canada: Atlas Rad 





» Ltd., 


about the complete consumer promotion package 





Triumph Model XP-60 


CHICAGO 24, ILLINOIS 


Toronto 





WIN A TRIP 


707 JET 


Take off with the com- 
plete Pentron “Jet-Age” 
tape recorder line for 
sky-high selling. It’s 
easy to qualify! 
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NEVER 
BEFORE i 


oa GORE Pci b esiomekela) 


genuine Fotpoint quality 


MRBEEAZAER ELIE? 
vou can sell 12 1 cu ft 
CO) rs he CO), ames Free NET CAPACITY 


Just one of many low, low 
prices you can feature 
during the colossal 


= eh 55™ ANNIVERSARY 
FREEZER BREAKTHRU 


Now, for the first time ever, you can offer genuine 
Hotpoint quality at such tremendous savings! A full 
12.1 cubic foot net capacity (NEMA). . . 423 lb. storage 
capacity .. . every shelf a fast-freezing shelf . . . conven- 
ient door storage . . . famous Magna-Seal door .. . a really 
great value! 

And, for the big 55th Anniversary celebration, Hot- 
point’s entire line of quality freezers is specially priced 
— a total of seven upright and chest models, in sizes to 
fill every customer’s need. 
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Model FL12A 
EVEN BIGGER PROFIT OPPORTUNITIES 
WITH THE HOTPOINT BREAKTHRU BONUS! 


In addition to new, low prices, your Hotpoint Distributor 
is also offering extra incentives. Find out how you can 
qualify today ! 


HOTPOINT DEALERS’ PROFIT OPPORTUNITIES ARE GREATER THAN EVER BEFORE 
... IF YOU’RE NOT A HOTPOINT DEALER, YOU SHOULD BE! 


A Division of General Electric Company, Chicago 44, Iilinois 


ELECTRIC RANGES -.REFRIGERATORS +» AUTOMATIC WASHERS + CLOTHES DRYERS + CUSTOMLINE® + DISHWASHERS 
DISPOSALLS® + WATER HEATERS + FOQ@D ‘FREEZERS + AIR CONDITIONERS + ELECTRIC BASEBGARD HEATING , 
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IF IT’S STABILITY YOU WANT 
from your room air conditioner manufacturer, consider 
this fact about Chrysler: We’ve been manufacturing air 
conditioning since 1934. That’s no small feat when you also 
consider that, since 1956, one-half of the room unit builders 
have gone out of the business. Want more proof your future 
lies with Chrysler? Send for the booklet, “It will pay you 


to take a long look ahead . . . with Chrysler Airtemp.”’ 


Own a-Dodge Dart for a Dollar! Your Chrysler 
Air Conditioner Distributor has the details! 






c HRYS LER 


> AIRTEMP 


Airtemp Division, Chrysler Corporation, Dept. P-20C, Dayton I, Ohio 
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PEOPLE in the 


Ampex Audio Inc.—Paul M. Chal- 
fant has been appointed western 
zone manager for the consumer 
products division of Ampex Corp. 
He replaces Tom J. Nicholson, who 
has joined Ampex International. 


John Oster Manufacturing Co.— 
James E. David has been promoted 
to advertising manager, electric 
housewares. Formerly assistant ad 
manager, he joined the company in 
January, 1959. 


Preway Inc.—Five men have been 
appointed to new posts with the 
Wisconsin Rapids manufacturer of 
built-in kitchen appliances. The 
men and their new positions are: 
Gerald I. Boyce, assistant to the 
president; Harry G. Morse, con- 
tract sales manager; Robert T. Pol- 
zer, sales promotion manager; Louis 
P. Schanock, coordinator of sales 
research; and Willard Johnson, di- 
rector of utility sales. 


Waste King Universal—Line-up of 
the company’s marketing organiza- 
tion staff has been completed. A. L. 
Haggard, vice president-marketing, 
heads the group, which will sell and 
promote all household and commer- 
cial appliances the company manu- 
factures. Elm Weingarden and 
Ronald J. Shepherd, both vice pres- 
idents-sales, will assist him. Other 
members of the staff are: Harold 
Fatt, director of merchandising; 
Kenneth Dupree, manager-commer- 
cial equipment; Alan Barnhart, 
manager-domestic cooking equip- 
ment; Nat Granat, director of new 
construction sales; Mrs. Sylvia 
White, director of consumer rela- 
tions; and Robert Clark, general 
service manager. 


Zenith Radio Corp.—Gilbert J. Me- 
lone has been promoted to general 
service manager of the company’s 
hearing aid division. He will be re- 
sponsible for service operations in 
the U. S. and Canada. 


The Siegler Corp.—Lawrence J. 
Epstein has been appointed sales 
and merchandising manager of high- 
fidelity and professional products 
for the company’s Bogen-Presto Di- 
vision. He will be responsible for 
sales, advertising and promotion of 
high-fidelity component equipment, 
professional tape, disc recorders, 
accessories, broadcast equipment. 


Maytag—Ralph Wenzel, a Maytag 
dealer in Liberty, Mo., for 13 years, 
has joined the company on special 
assignment attached to the market- 
ing vice-president. 


Columbia Phonographs, a depart- 
ment of CBS Electronics—Milton 
London has joined the department 
as district manager covering Phila- 
delphia, Baltimore and Washington, 
D. C. He will be responsible for 
sales and distribution of Columbia 
phonographs and radios in that 
area. 


Packard Bell Electronics Corp.— 
Four men are affected by changes 
in the home _ products division. 
Larry J. Konrath is the new con- 
troller. James D. McCracken is the 
assistant to the sales manager. Al- 
fred J. Post has joined the company 
as general manufacturing manager, 
a new post. Gerald O’Leary has been 
named to the new position of qual- 
ity control director. 













A. L. Foster 
of Oster of Airtemp 

Kelvinator, a division of American 
Motors Corp.—Marvin P. Wilson 
has been named comptroller for the 
company’s U. S. appliance division. 
He succeeds Douglas A. McGregor, 
who was recently elected comp- 
troller for Kelvinator International. 


Revco, Inc.—Two men have as- 
sumed positions in the company’s 
new heat pump division, which will 
market an expanded line of Revco 
heat pumps and air conditioning 
equipment. E. J. Burnett, product 
manager, will head the division. J. 
H. Hinckley is a sales engineer. 


Chrysler Airtemp—Arthur L. Foster 
has been appointed advertising 
manager for the division of Chrys- 
ler Corp. He has been Airtemp ac- 
count exec in the Dayton office of 
Close and Patenaude, Philadelphia 
sales promotion agency. 

And, in the division’s sales pro- 
motion department, several men 
have taken new positions because 
of a reorganization. Lee Epley will 
continue as department manager. 
Carl Miller, as advertising and pro- 
duction supervisor, will report to 
him. And so will two new copy- 
writers: C. Philip Skardon and John 
F. Zaino. 


Sylvania Electric Products Inc.— 
Two men have assumed new posi- 
tions with the subsidiary of Gen- 
eral Telephone & Electronics. Terry 
P. Cunningham is the new director 
of advertising production. And Ed- 
ward L. Slater is the director of 
advertising. 





SERVICE NEWS 


Chrysler Airtemp—Herbert G. Ste- 
phan has been appointed director of 
national service. He has been na- 
tional service department manager 
of field operations since last August. 
David M. Lile will succeed him in 
that position. 


Fedders Corp. has two new re- 
gional service managers. James P. 
Middleton will cover the Pacific 
region, which includes the three 
coastal states, Arizona, Utah, Ne- 
vada and Idaho. Pete J. Cummings 
will handle Colorado, Missouri, 
Nebraska, Minnesota, the Dakotas, 
Kansas, Iowa and part of Illinois. 


John P. Bank has been appointed 
national service manager for the 
Thor Power Tool Co., manufac- 
turer of portable air and electric 
tools. He is a field sales engineer 
and former works manager of the 
company’s main plant in Aurora, 
Til. 


General Appliance Service, Newark, 
N. J., has been appointed factory 
authorized parts and service agency 
for Puritron Air 

Revco Refrigeration. 


Cleaners and 
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A Quick Check of BUSINESS TRENDS 


FACTORY SALES 
appliance-radio-TV index (1957 — 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

(Smillions) 

CONSUMER DEBT + + 
owed to appliance-radio-TY dealers 
($ millions) 


FAILURES 
of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 

($ millions) 

DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


LIVING COSTS 
index (1947-49 — 100) 


EMPLOYMENT 
(thousands) 


+ MONTH 





LATEST 


134 
17.4 


333 


295 


31 


15.9 


154.5°* 


19.0 + 


340.6 + 


23.6 + 


125.5 


64,020 





Preceding YEAR THE YEAR 
MONTH AGO SO FAR 
124 110 21.8% up* 
(Nov. 1959 vs. 
Nov. 1958) 
17.8 17.6 7.1% up 
(12 mos. 1959) 
347 321 9.9% up 
(12 mos. 1959) 
290 292 1.1% up 
(Dec. 1959 vs. 
Dec. 1958) 
16 39 20.5% less 
(Jon. 1960 vs. 
Jon. 1959) 
82.3 87.0 12.7% less 
(Jon. 1960 vs, 
Jon. 1959) 
164.0** 115.4°*] = 33.8% up 
18.9 + 17.8 + 6.7% up 
(4th qtr. 1959 ' 
vs. 4th gtr. 1958)> 
335.1 4 322.9 + 5.5% up 
(4th qtr. 1959 
vs. 4th qtr. 1958) 
21.9 + 237+) 4% down 
(4th qtr. 1959 
vs. 4th qtr. 1958) 
125.6 123.7 1.4% up 
(Dec. 1959 vs. 
Dec. 1958) 
65,699 62,706 2.1% up 
(Jan. 1960 vs. 
Jon. 1959) 











*New index being used. Federal Reserve Bulletin, Jan. 1960 


**Figures are for the week ending February 13, 1960 and preceding week (revised). 


+Figures are for quarters. 


++Federal Reserve Bulletin figures (revised). 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures this week are shown in 


bold-face type. 





FREEZERS 





INCINERATORS, Gos... 
RADIOS, Home-Portable-Clock 
(production) 
RADIOS, Automobile (production) —.... 
TELEVISION (production) 
REFRIGERATORS 
RANGES, Electric—Stondord 
gent aera 
VACUUM CLEANERS 0 
WASHERS, Automatic & Semi-Auto 
Wringer & Spinner _............ 
WASHER-DRYER COMBINATIONS ...... 


WATER HEATERS, Electric (Storage) .. 


WATER HEATERS, Gas (Storage) —....... 





Dec. 
12 Mos. 


Dec. 

12 Mos. 
Dec. 

12 Mos. 
Dec. 

12 Mos. 
Dec. 

12 Mos. 
Dec. 

12 Mos. 

*Week Feb. 

*5 Weeks 

*Week Feb. 

*5 Weeks 

*Week Feb. 

*5 Weeks 
Dec. 

12 Mos. 
Dec. 

12 Mos. 
Dec. 

12 Mos. 


Dec. 
12 Mos. 


Dec. 
12 Mos. 


Dec. 
12 Mos. 


Dec. 
12 Mos. 
Dec. 
12 Mos. 


Dec. 
12 Mos. 


5 


5 


5 








1959 1958 % 
(Units) (Units) Change 
69,000 55,500 + 24.32 
579,600 424,700 | +36.47 
86,529 100,726 | —14.09 
905,192 823,522 + 9.92 . 
48,104 47,944 + 33 
476,583 378,676 + 25.86 
75,100 67,800 +1077 
774,400 616,500 | +25.61 
63,200 65,600 | — 3.66 
1,205,400 | 1,100,900 | + 9.49 
2,600 6,500 | —60.00 
44,300 51,800 | —14.48 
205,715 182,285 | +12.85 
926,157 883,695 | + 4.81 
173,361 107,905 + 60.66 
805,679 529,227 | +52.24 
135,438 129,499 | + 4.59 
660,340 566,914 + 16.48 
282,600 | 286,900 | — 1.50 
3,785,000 | 3,116,700 +21.44 
79,800 84,300 | — 5.34 
933,800 810,000 | +15.27 
67,700 59,700 | +13.40 
753,000 544,400 | +38.32 
293,818 316,965 | — 7.30 
3,420,830 | 3,295,047 + 3.81 
215,338 268,049 | —19.66 
2,934,073 | 2,781,038 | + 5.50 
48,898 62,471 —21.13 
899,303 891,311 + .90 
14,341 21,662 — 33.80 
196,175 168,375 + 16.51 
41,300 68,600 | —39.80 
757,600 823,500 — 8.00 
195,400 207,300 | — 5.74 
2,957,200 | 2,673,400 + 10.62 








*1960 vs. 1959 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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INCENTIVE YOU WANT 


for selling room air conditioners, you just can’t drive a 
better bargain than the one Chrysler offers you: A new 


Dodge Dart . 


. . for a dollar! No points. No competition. 


No delay. Just place a surprisingly small Chrysler Air 
Conditioner order, and drive it away. Want more proof 
your future lies with Chrysler? Write for the booklet 


“Tt will pay you to take a long look ahead . . 


. with 


Chrysler Airtemp.”’ Or call your local Chrysler Distributor. 


» 
7 


» HRYSLER 


AIRTEMP 


Airtemp Division, Chrysler Corporation, Dept. P-20C, Dayton 1, Ohio 
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NEW IDEAS 


MAKE THE DIFFERENCE IN 





Another first from Ronson! 


RONSON 
PRODUCTS 





New! Lady Ronson Superbe. Only lady’s shaver 
with two separate cutting actions—one for legs... 
one for under-arms. Shaves smoother, closer...with 
no nicks or scrapes. Comes in glamorous, rich, black 
velvet gift case with mirror. Shaver available in 
pink or blue. Suggested retail: $16.50. 


RONSON 





One. year free service on 
all Ronson products. 77 
national service outlets. 
Ronson Corp., Woodbridge, N. J. 








Skeleton frame motor for 
— juicer. Frame 3%, 
x 1K. 





%. Horsepower motor with 
two-stage fan—the standard 
for high performance 
domestic canister-type 
cleaners 








Four-pole permanent split 
capacitor motor for fan 
drives, such as hair dryers. 
Frame 4¥%e x 1% 


MOTOR PERFORMANCE 


when the appliance is powered with a... 





Today’s value-conscious customers are inter- 
ested in knowing why your motor operated 
appliances are a better buy. When the appli- 
ance is powered with a Lamb Electric Motor, 
you can tell them about the outstanding 
performance of the motor — it’s quiet, de- 
pendable operation; its long life; and the 
fact that it was built by a company which 
has specialized in small motors for 45 years. 
This is a good point to keep in mind when 


you are selling . . 


YOU CAN FEATURE 


‘MOTOR 


operated appliances. 


re ED 


K 


ELECTRIC COMPANY 
ENT, OHIO 


A Division of American Machine and Metals, Inc. 


In Canada: Lamb Electric — Division of Sangamo Company Ltd. — Leaside, Ontario 








. and buying motor 
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TAKING STOCK A quick look at the way in which 


the stocks of 50 key firms within the industry behaved 
during the past week. This unique summary is another 
exclusive service for readers of EM.WEEK. 
































































































































48 
46 
44 
42 
3 
2 
< 40 
H 38 . 
Weekly average for 50 stocks listed below 
34 
32 
OCT NOV NOV NOV NOV NOV DEC DEC DEC DEC JAN JAN JAN JAN FEB FEB FEB FEB MAR MAR MAR WAR MAR APR 
62968 BWT MAOH Bot & H 21 8 HG 2 OS 
STOCKS AND DIVIDENDS 1959-1960 CLOSE | CLOSE NET 
IN DOLLARS HIGH LOW | FEB. 8 | FEB. 15 | CHANGE 
NEW YORK EXCHANGE 
Admiral 29!/2 17 195% 19 ike 
American Motors 2.40a 96 25'/2 81%, 73% — 8 
Arvin Ind. 1B 36s 23% 24/4 2375 — 
Borg Warner 2 48!/2 37%, 43 43!/ 5 "/ 
Carrier 1.60 48!/, 345 37'/ 38 to % 
Chrysler | 725% 50%, |° 60% 60 — % 
Decca Records | 21% 17 183% 18'/s — \“% 
Emerson El. new 38'/, 33 69%, 354 _ 
Emerson Radio .50F 265% 12'/g 15 14% — Ns 
Fedders | 22'/ 16!/, 185% 18!/, — ‘kk 
General Dy. 2 66!/ 421%, 47\/, 46!/, — | 
General Elec. 2 997/, 74 88 88!/, + 
General Motors 2 587, 45 479% 46 — I% 
General Tele. 2.20 85!/, 60 77%, 745g — %* 
Hoffman Elec. .60 37 22% 25 25, + 
Hupp CP. 3%F 134 5, 12'/, 11'/, — 
Magnavox | 40%, 32%, 355% 354 — 
Maytag 2A 44!/> 32!/ 40!/, 403% + VY 
McGraw-Edison 1.40 483/, 37\/, 43\/4 443% + I% 
Minn. Mining & Mfg. 1.60 182'/, iil 163 167% + 4% 
Montgomery Ward 2 53'/, 40!/, 47\/, 487, + 1% 
Monarch 1.20 24 145%, 15 144%, | — Vo 
Motor Wheel | 23%, 16 21 19% — I% 
Motorola I!/2 177 57\/2 152'/2 147 — 4, 
Murray CP | 31% 25 26\/g 27%, + I 
Philco 4G 36%, 21 295% 28! — Ik 
R.C.A. 1B 73% 43, 60% 62!/ + 1% 
" Raytheon 3F 73% 43, | 46% | 46% | — “% 
Rheem .60 30!/, 17% 25%, 22% — 3% 
Ronson .60 14% 10 10l/, 10'/, — k 
Roper GD | 34 16 165 16% +r Vg 
Schick | 17% 12 16 16\/, + -% 
Siegler Corp. .10E 45\/s 23\/s 32% 31% + 1% 
Smith A. O. 1.60A 64 44\/, 46%, 47 + I 
Sunbeam 1.40A 67 50 55!/5 53% + I% 
Welbilt .10G 8'/g 35% b\/ 5% | — ‘bh 
Westinghouse 1.20 57/4 47\/ 49. | 4%, | — Vo 
Whirlpool 1.40 39/4 28 30 29% | — Ya 
Zenith 1.60 13634 87\/4 100!/, 95/4 | — 5% 
AMERICAN EXCHANGE | 
Casco Pd. .30G 9%, 45, 8! | 8% | + Vg 
Century Elec. Vy aA 9'/g N/, | 9'/2 | —_ 
Du Mont Lab. 9% 6 8/4 | Bi/, _ 
Herold Rad. 12'/g 5! 6 6\/g + 
lronrite .20 83%, 5g 7 7 | oar 
Lamb. Ind. 5% 3, 5% 5% | — 
Muntz: TV 7% 15 53, 5%, se 
Silex 10's 27/, 8/4 mm |—- & 
| 
MIDWEST EXCHANGE | 
Knapp-Monarch —_ 4%, 4%, | ee 
Trav-ler Radio | — — 8% 8!/ = VY 
Webcor | _ — 1), 7  . Vo 








A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959, plus stock divi 


dend. E—Paid last year. F—Payable in stock during 1959, estimated cash 
tribution date. G—Deciared or paid so far this year. 


value on ex-dividend or ex-distribution date 


value on ex-dividend or ex-dis 
T—Payable in stock during 1958, estimated cash 





ANALYSIS: The average for EM 
Week’s 50 key stocks dropped to 
its lowest since October, 1959. 
Seventeen issues showed a weekly 
gain, seven reflected no change and 
26 stocks declined over the week’s 
trading. Minn. M & M with an in- 
crease of 4% pts. was the week’s 
leader with McGraw-Edison, Mur- 
ray, RCA, Siegler and Mont. Ward 


showing modest increases. Zenith 
dropped 5% pts. New lows were 
recorded by Ronson and Roper. Mo- 
torola, starting the year at 170%, 
has declined steadily and closed 
Feb. 15 at 147, a loss of 4% pts. 
over the week. Minnesota Mining, 
on the news of a _ three-for-one 
stock split, was up almost 5 pts. Fif- 
ty stock average, down 1% pts. 





FEBRUARY 22, 1960 





WE’RE VERY CONCERNED ABOUT YOUR SHOES- In fact, your shoes are the most important selling tools 
we have at Sylvania. Because we put ourselves in them before we plan a single new product or promotion. Looking 


at things from floor level—designing products and features that are easier to “talk’’ and demonstrate—is some- 


thing that comes naturally to Sylvania’s top factory people. Every one has spent years at the retail end of the 


business. The pay-off? In 1959, dealers sold more Sylvania TV, more Sylvania radios, more Sylvania stereo hi-fi 


than ever before. And so far in 1960, Sylvania dealers are doing even better! Wouldn’t you 





like to be in their shoes? Sylvania Home Electronics Corp., Batavia, N. Y. 





Quality you can bank on...in TV, stereo high fidelity and radio 


SYLVAN 


subsioary of GENERAL TELEPHONE & ELECTRONICS 
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NOW-—from the people who make the depend- 
able automatics—comes the Washer-Dryer with 
the right combination of features 


The new Maytag Right Combination Washer-Dryer offers all the features women 
want most. 

It’s smartly styled, only 34” wide, counter height and depth. Perfect for 
kitchen installations because it needs no vent. The Right Combination is fully 
automatic—press two buttons, turn the dial, and washday is over. 

It has the Automatic Bleach Dispenser that knows exactly when to add the 
bleach—and at just the right strength. The Right Combination lets you sell all 
these wanied features: an Automatic Rinse Conditioner, pushbutton controls for 
all fabrics, Automatic Water Level Control, and built-in water heater. 

There’s a choice of drying temperatures, drying time, special de-wrinkling 
cycle and a Time Chime Signal for wash ’n wears. 

The Right Combination has been proved dependable beyond doubt in major 
markets. Write, wire or phone your Maytag Regional Manager or Distributor 
for details. The Maytag Company, Newton, Iowa. 


AUTOMATIC BLEACH DISPENSER, TOO! 


A Maytag first, Timed Bleach Injection adds bleach to wash 
water at exactly the right time, in exactly the right strength. 


The Right Combination for profits you can depend on is... 


MAY TAG 
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